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ARE YOU ON OUR LIST... 


1000-MiLE 
for LUBE GUARANTEE ? 


Putting Service to Work as a Lube Salesman . . «sec race ss 


Unique Promotion Hdeas How Coal Industry Is Pushing Its Promotion Campaign 
Build Station Business To Compete with Oil and Gas for Energy Dollar—P. 21 
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QUALITY 


OKHEIM 


CENTRAL SERVICE 
SYSTEM 


@ Saves piping, installation and 
equipment costs. 


@ Reduces operating and mainte- 
nance costs. 


@ Improves delivery and service. 


@ Permits better station planning. 


y | | pump does 
the work of 


a ‘ t 


So skillfully designed and so precisely built is the 
pump and motor unit of the Tokheim Central 
Service System that one pump will often do the 
work of eight. So compact you can easily hold it 
in one hand. Completely submerged in a storage 
tank it pushes fuel to island dispensing pedestals 
at a faster rate than conventional pumps—does 
it quietly, safely, economically. Investigate this 
amazing new Tokheim system before you buy any 
pump. It's the greatest step forward in fuel dis- 
pensing in the last 20 years. 


WRITE FOR NEW BULLETIN! 8 
f 





TOKHEIM OIL TANK AND PUMP CO. 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
INDIANA 


FORT WAYNE SINCE 1901 


OKHEIM 


GASOLINE PUMPS 





We Urge 
both Democrats 
and Republicans 


To vote for 
the American 


TRUCK DRIVER 


as the “Driver of the Year” 
He: 


...has the lowest eudkdent rate on the 
highways 


»-.is safety-trained, safety-minded 


-+.enjoys above-average wages, and 
earns them 


...-is a mature, well-balanced citizen 


-..has dedicated himself to a public 
service, vital to our entire nation 


e 
+. to the more than on 
Congratulations na “private” truck and 


“ion “For Hire” ane tal the 
min. rivers for the mportont > ™°Y | Tl TR ATLMOBILE inc. 
we taining our peace otmace oF 80 


e . in TRAILMOSILE (5 THE #8GrSTEeEO tea atmOeret tx 
are doing m8 port our defense effort. Subsidiary of Pullman Incorporated 
economy and v! 


The nation counts on you to Cincinnati 9, Ohio * Berkeley 10, Calif. 
the goods” safely and on time. Trailer Sales and Service from Coast to Coast 
e 
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NOW GOING ON! 


SINCLAIRS BIGGEST 


Advertising and Point-of-Sale Campaign 





SINCLAI 


use Patented 


ANTI-RUST 
GASOLINE 





Colorful Cartoon Bock and fascinating Old Car Stamps and Album... 
planned to bring new customers into Sinclair Dealers’ Stations — and keep 
them coming back! 


STATION DISPLAYS 


Sinclair Dealers’ sales are getting a powerful push from spectacular point- 
of-sale aids — pump spinners, pole signs, banners, window displays and 
Quick Change Signs. 


NEWSPAPER, RADIO 
AND TV ADVERTISING 


Smashing campaign in over 300 daily newspapers. Radio and ‘TV pound 
home the full impact of Sinclair’s exclusive Patented Anti-Rust Gaso- 
line story. 

Why not join the 2,000 Dealers who have switched to Sinclair in a single 
year! Contact your nearest Sinclair Representative or write Sinclair Refin- 
ing Company, 600 Fifth Avenue, New York 20, N. Y. 


rust GASOLINE 
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Meet a Man Youll Be Glad to Know! 


The Conoco Man is a man you ought to meet! Hundreds and hundreds of jobbers 
from coast to coast say he’s a friendly man from a friendly outfit, who he'ped 
them on the way to bigger profits. He gives you no high pressure while he’s 
telling his story . . . he never interferes with your business after you sign up. But 
he’s always handy when you need him. And this is important—only The Conoco 
Man can offer you the ‘‘Conoco Profit Package’’—filled with more profits for you! 


ut the Conoco Profit Package 
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HE CONOCO MAN 


or BIGGER BUSINESS 


* * * 


with the Conoco Profit Package 


Gulf, independent oil jobbers are switching to Conoco— 
because there’s money in the “Conoco Profit Package!” 

Why don’t you talk to The Conoco Man? Let him show 
you how the “‘Conoco Profit Package” can put more money 
in the till, day in and day out, year after year. 

The story about Conoco is right down-to-earth . . . solid 
dollars-and-cents figures that you’ll figure make darned good 
sense. And it doesn’t cost you a penny to listen! 

So, get to know The Conoco Man. Call or write him 
today: Albuquerque, Butte, Chicago, Denver, Fort Worth, 
Houston, Kansas City, Los Angeles, Lincoln, New York, 
Oklahoma City, Salt Lake City, or Ponca City, Oklahoma. 


A-1 in the field of research and development to 
improve petroleum products . . . that has long been 
the rating of Continental Oil Company. A-1 prod- 
ucts, services, merchandising programs—and a 
friendlier way of doing busine:s. That's why Conoco 
is a great company to team up_with. 


A-1 with motorists—Conoco Super Motor Oil and 
Conoco Gasolines. More and more dealers are 
building more and more business with Conoco Prod- 
ucts, because the great story behind the “50,000 
Miles—No Wear” oil, Conoco Super, is backed by 
multi-million dollar advertising. 


©1952 CONTINENTAL O1L COMPANY 


> work for YOU ! % 
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A-1 extra services for the motorist. No other oil 
company offers motorists anything nearly as good 
as the unique TOURAIDE, the tailor-made travel 
service that literally makes life-long friends of 
travelers. And Conoco credit cards help make tran- 
sients look for your stations. 


get 10 Kno, 
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Protect Your Products 


in TRANSIT—in STORAGE 


J&L 


with Jal STEEL PAILS and DRUMS CTFEL 
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Left: Representative samples of J&L’s complete line of steel ship- 
ping pails showing (top to bottom) the ring seal, closed head and 


lug covers. 


The sturdy construction of J&L Steel 
Pails and Drums is your assurance of safe 
shipment of your products. 

Each container is carefully tested to 
detect any possible leak or defect. The 
result—your products arrive at their des- 


JONES & LAUGHLIN 


STEEL CORPORATION 
CONTAINER DIVISION 


CHRYSLER BUILDING 
NEW YORK 17, N. Y. 
PLANTS: Bayonne, N. J. * Cleveland, Ohio * Philadelphia, 


Pa. * New Orleans, La. * Kansas City, Kan. * Atlanta, 
Ga. * West Port Arthur, Texas @ Toledo, Ohio 


tination in good condition—attractively 
packaged to catch the customer’s eye. 

Write today for your copy of “It’s Safer 
to Ship in Steel,” the booklet that will 
give you further information on J&L 
Steel Pails and Drums. 


J&L Steel Barrel Company 

Chrysler Building 

New York 17, N.Y. 

Please send me a free copy of the booklet, 
“Tt’s Safer to Ship in Steel.” 

Name__ sietaianaadl ilies 


Company__ 


Address___ 
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Meet the pioneer 
in the cotton cap 


The trails he takes are mostly paved 
. .. but he’s a frontiersman for all of 
that. For he, too, stakes his future on 
his individual initiative, his fortitude, 
his ability to overcome obstacles. 


He faces no grizzlies, no buffaloes, 
no savage tribes. Yet his is a courage as 
great and steadfast as that of any pio- 
neer of the plains. For he, too, has had 
the audacity to separate himself from 
the crowd. In the face of competition, 
inflation, taxes, he has dared to step 
out and make his own way. 


If you told him he was a pioneer... 
that he was keeping alive the most 
vital spark in the American tradition, 
free enterprise, he’d probably laugh 
and tell you: 


“Who, me? Don’t be silly. I’m no 
pioneer—I’m just a guy who wants to 
be his own boss. All I ever did was 
save my money, until, with a little 
help from the bank, I could buy my 
own business. 


“And I’ve been right here, run- 
ning my gasoline service 
station ever since!”’ 


The Ethyl Corporation, 
manufacturers of “Ethyl” 
antiknock fluid, is proud to 
publish this tribute to the men 
in the oil industry who are 
setting such a fine example of 
American free enterprise. 
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AHEAD OF THE NEWS 





40-HOUR WEEK AT STATIONS — Concentration of 
help at large service stations located along main high- 
ways, limited access highways and toll roads makes 
these outlets ideal targets for labor unions in their 
organization drives. Reports now are that soon the 
industry can expect demands to be made for a 40- 
hour work week by service station personnel, instead 
of the 48-hour week now in force at most stations. 
One marketing executive told NPN this means a 20% 
boost in labor cost and on a toll road operation where 
the margin of profit on petroleum is very, very small 
or even non existent, such a boost in operating cost 
will very likely throw such operations into the red. 


HOME FUEL OIL DISCOUNTS—Oil Heat Institute 
of America will conduct a nationwide poll of its mem- 
bers to determine their interest in the question of 
allowing quantity discounts on large deliveries to 
home fuel oil users, and to learn the extent of the 
practice. OHI is asking members to propose ques- 
tions to be asked in any survey. It wonders if some 
of the questions might be (1) “Do you favor dis- 
counts?” (2) “For what reasons?” (3) “How much?” 
and (4) “Over what delivery brackets?” 


MORE PRICE CONTROLS? — Already, the drive by 
government officials is getting under way to pressure 
Congress into extending price controls before the ex- 
piration date arrives next June. Price Stabilizer Tighe 
Woods has been going around the countryside asking 
housewives if they think prices are too tight, and 
he’s taking their affirmative answer as a basis for 
a possible recommendation to President Truman that 
a battle be made to keep, and strengthen, controls. 
Defense Mobilizer Henry H. Fowler said pretty much 
the same thing in his quarterly report to the Presi- 
dent. Look for a rising crescendo of such talk in 
coming months. 
eo 9d 


COVERNMENT OWNERSHIP — “Government con- 
struction of plants should remain a last resort,” De- 
fense Mobilizer Henry H. Fowler said last week, but 
he made it plain that the government would consider 
moving in if private industry does not meet the 
wishes of government planners. “Where deficiencies 
in facilities are revealed, all means of making them 
up will be explored,” he said. It provides an opening 
too, for the government to swing into action if it feels 
some economic “pump-priming” is necessary when 
the mobilization program begins to slow. 


TBA PUSH A ‘MUST’—The importance of TBA sell- 
ing by the oil jobber is shown in the records of one 
Independent whose stress on TBA has koosted oil 
product sales at stations between 10% and 25%. The 
jobber comments: “We have found that if we can 
do a job in TBA the petroleum products will take 
care of themselves, even to improving restrooms. We 
are spending practically all our time now in selling 
this idea to our dealers.” Calling a budget depart- 
ment the key to TBA success, the jobber goes so far 
as to state that “unless a jobber handles and pushes 


TBA, he will not be in the picture five years from 
now.” 


MONEY OR MOBILITY?—The armed services are 
facing a decision as to whether to pay more for avia- 
tion gasoline when necessary, or whether to run on 
short rations. PAD has told Armed Services Petro- 
leum Purchasing Agency privately that present cover- 
age of military avgas requirements is about as much 
as the industry can and will produce at the prices it 
is getting. To meet the shortage—which PAD esti- 
mates will run about 8,000 b/d—the companies would 
have to operate above capacity, sacrifice some quality 
for quantity and take other uneconomical measures 
which would run the price up somewhat. The mili- 
tary, budget conscious in this election year, has 
a tough problem. It doesn’t want to pay the higher 
costs, but it wants the avgas badly. 


PLASTIC DRIVEWAYS—An oil marketing equip- 
ment company is currently testing a plastic coating 
over concrete and asphalt on service station drives. 
Aim is to avoid flaking of concrete and to prevent 
deterioration of asphalt from gasoline spillxge. Com- 
pany has had plastic coat on drivewry for three 
months, and so far the surface has held up well. 


POWER STEERING—Customer acceptance (and de- 
mand) for power steering has been such that manu- 
facturers of the units are unable to keep up with 
orders. One manufacturer already has more than 
tripled the monthly output since January of this 
year. It is estimated now that by 1954 passenger car 
power steering units will be appearing on highways 
at the rate of more than 2 million per year. Power 
steering makers even now are eyeing another mar- 
ket—power steering for farm tractors. 
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DU PONT quality 
is protected 


Ma108Ns of automotive cooling systems are 
safe from costly freeze-ups—because they are 
protected by Du Pont’s famous anti-freeze, 
““Zerone’’. 


And “Zerone” quality is safe from contamina- 
tion—safe from leakage and tampering in 
transit— because Du Pont uses drums equipped 
with Tri-Sure* Closures. 


When a product must meet exacting require- 
ments, the need for exacting safeguards is all 
the greater. And to experienced shippers this 
means the Tri-Sure Flange, Plug and Seal. 


Take the risk out of your drum shipments, by 
taking the precaution that always pays: when 
you order drums, specify ‘“Tri-Sure Closures’. 


*The “‘Tri-Sure” Trademark is a mark of reliability backed by 30 years 
serving industry. It tells your customers that genuine Tri-Sure Flanges (inserted 
with genuine Tri-Sure dies), Plugs and Seals have been used. 


AMERICAN FLANGE & MANUFACTURING CO. INC. 
30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 


CLOSURES 
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BIG FALL-WINTER AD 
CAMPAIGN BOOSTS 
RICHFIELD /O/ GASOLINE 


Action-packed ads in hundreds of leading newspapers 
are telling millions of motorists about the gasoline that 
gives them Fast Starts and Top Mileage Right Through 
Winter ... Richfield 101 Gasoline! These eye-catching, 
seasonal ads are appearing week after week, boosting 
Fall-Winter business for Richfield Dealers. 


Richfield offers Independent Distributors all the advan- 





tages of “big company” support without any of the dis- 

advantages. You get aggressive advertising and expert 

marketing assistance to back you. And you still retain 

your freedom as an Independent businessman. If you 

are an Independent Marketer in an eastern state, get the 

facts on a Richfield franchise. Phone or write us today. 
GET ALL THE FACTS—NOW 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


5942 FIFTH AVENUE, NEW YORK 36, N. Y. 


Serving the Eastern Seaboard from Maine through the Carolinas 
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Colloidal Graphite Additive 
Increases Industrial Sales of 
High Temperature Lubricants 


HAVE YOU, as a marketer of petroleum products, ex- 


plored the possibility of making available to your 


industrial customers a high temperature lubricant 
containing “dag” colloidal graphite? More and more 
manufacturers are specifying colloidal-graphited oils 
because they know that films formed with their aid will 
function as a lubricant at temperatures far above the 
oxidizing point of conventional petroleum oils. 


One major oil company supplied by Acheson Colloids 
has more than tripled special industrial lubricant sales 
since marketing a graphited oil product. 


Only small amounts of colloidal graphite are needed. 
One part of concentrated dispersion to fifty parts of 
low viscosity petroleum oil or kerosene will result in 
an efficient high temperature lubricant. Heavier oils 
can also be used. 


Recent developments have also made possible the dis- 
persing of molybdenum disulphide in petroleum oil. 
Experimental samples are available on request. 


For more information on “dag” colloidal graphite 
as an additive, write for Bulletin No. 424-25K. 






a 


Acheson Colloids Company 
Port Huron, Michigan 


.. alse ACHESON COLLOIDS LIMITED, 
LONDON, ENGLAND 
Units of Acheson Industries, Inc. 





“Our lLinco!n Lubricating Equipment 





Linco/n 


LUBRICATION 


DEPARTMENT 


SPEEDS UP WORK 
SELLS EXTRA 
& SERVICES" 


says CLINTON STEVENS 


Stevens Esso Station 
Hammond, Louisiana 


“For the past several years | have used 
Lincoln Lubricating Equipment and found 
that it performed most satisfactorily. 


“Therefore, it was only natural for me to 
select Lincoln again when my beautiful 
new Esso service station was constructed. 


—— 3 
saiibis. PS ot 5 


“The attractive Lincoln Wall Battery and 
ceiling-type Lubreels show my customers 
that | have an investment in modern 
lubricating equipment designed to do 
the job speedily and correctly. The 
convenience of the Ceiling Lubreels, 
‘speeds up’ the lubrication work and 
allows additional time for selling and 
completing the many other services 
related to the lube rack. 


“lL highly recommend Lincoln equipment 
to anyone interested in the most 
efficient and most serviceable 
lubricating equipment.” 


Clinton Stevens 
Stevens Esso Station 
Hammond, Louisiana 


ural Bridge Avenue, St. Louis 20, Missouri 
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‘‘An atmosphere that sustains 
individual achievement’’ 


The future of the nation’s scientific 
advancement will depend on “an at- 
mosphere that sustains individual 
achievement,” Crawford H. Greene- 
walt, Du Pont president, said recent- 
ly at ceremonies observing the 50th 
anniversary of the establishment of 
the company’s explosives laboratory 
at Gibbstown, N. J. 

“I have no doubt that our labora- 
tories can achieve in the next 50 years 
results which will make contributions 
of the past 50 seem elementary,” he 
said. “But we must have a system 
which recognizes individual effort 
and provides rewards, rather than 
penalties, for accomplishment. 

“Pioneers of 1902 had the determi- 
nation to show that creative thought 
applied to industrial problems could 
produce many products and improve 
»rocesses for the betterment of man- 
Rind.” In spite of America’s tremen- 
dous investment in research facilities, 
“research is not dollars,” he said; “it 
is an environment in which individual 
initiative can be most effective. Even 
the Soviets,” he noted, “have found 
it necessary to provide incentives of 
various sorts if their research is to 
make progress.” 











College Engineering Professors 
Get Practical Experience 
At Du Pont 


Early last year, Du Pont invited 
group of engineering educators to 
spend one year in the company’s engi- 
neering department. The professors 
were not given direct job assignments, 
but worked on a mcvet wd taking them 
throughout the entire Du Pont engi- 
neering organization. 

To make possible this “Year-In- 
Industry” program, the Du Pont Com- 
pany assumed the regular salaries and 
normal expenses of the educators. 

Dean David L. Arm of the School of 
Engineering at the University of Dela- 
ware was the first to complete the pro- 
gram. Describing the benefits resulting 
from it in an article in the Journal of 
Engineering Education, Dean Arm 
said, “Through an interchange of infor- 
mation, both industry and engineering 
colleges better understand each other’s 
ence al it should make for education- 
al programs better suited to the needs 
of industry; it should result in better 





Du Pont “Brand Name” Presentation 
Helps Oil Companies Build Up One 
Of Their Most Valuable Assets 


No one likes to be called “fellow,” 


“guy,” or “hey you.’ 


” If anyone should 


happe n to call you by one of these inadequate titles, you would probably 


be offended. 


It follows that, because of your reputation, you are proud of your name 
It distinguishes you from the crowd. It stands for the things you stand for. 
Naturally, therefore, you want people to use your name whenever they refer 
to you. And the same is true of your company and of your products. 
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BY GRAPHICALLY ILLUSTRATING the quality factors that influence the perform- 
ance of your gasoline, the Du Pont brand name presentation helps dealers to think 
of and talk about these factors as distinguishing features of your own brand. 


WHAT'S IN A NAME? 
A company’s name is one of its most 
valuable assets. It represents more than 
producing wells ee refineries and of- 
fices. It also represents a vast number 
of people whose individual skills are 
coordinated to build certain distinct 





qualities into the products you sell. 
And it represents, to the buying public, 
your reputation for producing depend- 
able products. 

It is because of this reputation that 
your company prospers in 


our highly competitive sys- OVER 








8 of students; it enables the 


individual who participates to observe 
at first hand engineering in action; and 
it creates good public relations both for 
industry and se engineering educa- 
tion. 

“The preter benefits are long- 
range and perhaps can never be sub- 
ject to complete evaluation. It seems 
logical to assume, however, that as 
more engineering college administra- 





tive officers take advantage of such op- 
portunities, the benefits will increase 
accordingly. All industry will then be 
supplied with better trained graduate 
engineers because of better policies 
methods, and philosophies adopted by 
the engineering colleges. 

“Since the benefits of such a program 
accrue to all industrial companies,” he 
said, “other progressive organizations 
might well consider similar plans.” 


ADVERTISEMENT —Prepcred for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Brand Name 


CONTINUED 


tem. That’s why it’s so important to 
make the most of your company name 
and brand name. 


REASON FOR BUYING 

Too many motorists form the habit of 
using general terms when referring to 
gasolines ... such as “Regular,” “High 
Test,” or “Premium.” And unless you 
encourage motorists to use your brand 
name instead of these general terms, 
you may be allowing them to think of 
your brand of regular or premium as 
being identical to all other regular and 
premium gasolines. 

By making every motorist conscious 
of your brand name—and of the quali- 
ties the name stands for—you are sup- 
plying him with a yardstick for com- 
parison... with a definite reason for 
choosing your brand in a competitive 
market. 

A MENTAL PICTURE 


To illustrate this point, let’s take the 
familiar example of automobile names. 
When the name of a certain make of 
car is mentioned, you immediately 
have a mental picture of the car. This 
picture is more than a vague idea of 
wheels, engine, and body. It is vivid 
because the name suggests to you in- 
numerable distinctive details about the 
car—its lines, speed, cost, etc. 


EACH DISPLAY is built progressively by 
the speaker on a large flannel board. 
When pressed with the hand, the velvet- 
like backing on the individual cards 
sticks readily to the flannel surface. 


Gasoline, however, presents a some- 
what more difficult problem because 
it’s harder for the driver to visualize its 
qualities. Yet, by educating motorists 
in regard to the qualities for which 
your gasoline is noted, you can stimu- 
ate them to associate these qualities 
with your brand. 


GETTING DEALER COOPERATION 
To help you increase the importance of 
brand names as a selling force, Du Pont 


Petroleum Chemicals Division 





To Work With Refiners On 
Automotive Combustion Problems 


JOHN D. ROGERS 


John D. Rogers joined the Du Pont 
Company in 1951 as a senior engineer 
at the Petroleum Laboratory. In July 
of this year he was transferred to the 





Petroleum Chemicals Division techni- 
cal group as an automotive technolo- 
gist. 

Before coming to Du Pont, Rogers 
was engaged in fuel deve lopment work 
for the Standard Oil Company of Cali- 
fornia, specializing in rocket and jet 
aviation fuels. Previous to this, he was 
employed by Wright Aeronautical 
Corporation as a combustion analyst 
and design engineer on B-29 engines. 

After receiving his B.S. degree in 
mechanical engineering from the Uni- 
versity of Delaware, Rogers was an in- 
structor at Yale where he specialized 
in internal combustion engines. He re- 
ceived his Masters degree in mechani- 

cal engineering at Stevens Institute of 
Technology and did advance study in 
thermodynamics at the University of 
California at Berkeley. 








has developed a presentation designed 
to stimulate deikees to promote your 
brand names more aggressively. 

The presentation is worked up pro- 
gressively on a large flannel board. It 
illustrates graphically all the various 
factors which contribute to gasoline 
quality and performance... such as 
high volatility for quick starting and 
fast warm up, as well as octane num- 
bers and fast acceleration. It shows, 
too, how the various hydrocarbons are 
blended to provide balanced perform- 
ance. And it explains how these quali- 
ties are built into your own gasoline 
brand through catalytic and thermal 
cracking pa polymerization, as well 
as by the addition of tetraethy] lead. 


PERSONALIZED SERVICE 


Du Pont is prepared to make up a 
brand name presentation for any oil 
company desiring it. 

And each is tailor-made to the indi- 
vidual requirements of the oil company 
requesting it. It is designed to stress 


Petroleum Chemicals 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) 


@ Wilmington 98, Delaware 


New York, N. Y. 
Chicago, III. 
Tulsa, Okla. 
Houston. Texas 


District 
Offices: 


Los Angeles, Calif. 





any or all of the specific qualities of 
the company’s brand that the company 
may desire. 

In addition, Du Pont will also be 
glad to design an individualized book- 
let to go with the presentation. These 
can be given out to be taken home by 
each dealer seeing the presentation, 
thereby making the brand name mes- 
sage all the more penetrating and 
memorable. 

If you would like to have Du Pont 
make up an individualized brand name 
presentation for your company, or 
would like further information on these 
presentations, get in touch with your 
Du Pont representative or the nearest 
Du Pont district office. 
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THE RIGHT 
TRUCK TANK 
for you 


Take a good look at the six truck tanks illus- 
trated here. Five are stock models, one is a 
de luxe, custom-made job. They all have a 
number of important things in common— 
things you want in your truck tanks. 

Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is 
specifically designed for its particular purpose. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 

Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS 


3400 Gaul Street * Philadelphia 34, Pa. 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 


OCTOBER 8, 1952 


“The Betsy Ross” —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


“The William Penn” —1,500 gal., 3 compartment stock unit 
mounted on model KB 7 International. CA 102”. 


“The Ben Franklin” —2,000 gal., 4 compartment stock truck 
tank mounted on model U70 Autocar. CA 103%". 


“The William Penn’ —1,200 gal., 3 compartment stock unit 
mounted or mnte 6403 Chevrolet. CA 84”. 





“The Quaker Maid”—Z,300 gal., 4 compartment tank 
mounted on model 755 GMC. CA 120”. 


2,500 gal., 5 compartment de luxe unit mounted on model! 
U70 Autocar. CA between front tandem axle and cab 120%". 





~ 
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“We purchased our first Dodge truck in 1936,” says 
Mr. McGaughe,’. “‘And that truck is still being used 
constantly in ous fleet. Why—we didn’t even have our 
first engine overhaul on this truck until 1946! 


“Because of such performance we now have eight Dodge 
trucks in operation. We find that Dodge ‘Job-Rated’ 
trucks serve our purpose admirably. 


“As any oil man knows, the engine is used to pump 
material off of the truck into customers’ tanks, in addi- 
tion to its regular use in pulling the truck. This means 
the engine is subjected to considerably more wear and 
tear than the speedometer mileage would indicate. 
Under these conditions, Dodge ‘Job-Rated’ trucks 
stand up so well that we’ve been sold by Dodge per- 
formance!” 


Of course when it comes to Dodge trucks, Mr. 





“We've been sold by Dodge performance!” 


... says HARRY S. McGAUGHEY, Manager, W. H. Pugh Oil Co., Racine, Wisconsin 


McGaughey’s experience merely echoes the enthusiasm 
of users everywhere. And with good reason! Because 
only Dodge trucks are “‘Job-Rated’’—factory-engineered 
to fit the job . . . to save money and last longer! 


Just climb behind the wheel of a big Dodge 3-tonner, 
for example. Up front there’s a husky, high-compression 
power plant that makes fuel and upkeep bills stay extra 
low . . . thanks to such advantages as 4-ring pistons, 
chrome-plated top rings, intake and exhaust valve seat 
inserts. A Dodge can take on far bigger payloads, 
too, thanks to better weight distribution! 


Surely, you’ll want to hear the whole story on the 
thrifty, dependable performance of Dodge ‘“‘Job-Rated’’ 
trucks. And the fellow with the information you want 
is just around the corner. He’s your Dodge dealer—a 
mighty friendly guy to have dealings with. 


NATIONAL PETROLEUM NEWS 





Ena 





WASHINGTON 





PAD Seeks Compromise Between Plans 
For Expansion and What Oil Can Do 


Some road- 

blocks lie ahead 

on the road to further industrial ex- 

pansion, and that definitely includes 
petroleum. 

In a sense, it involves a difference 
between the thinking of “planners” 
and the “doers.” 

For example, Defense Production 
Administration is the chief planning 
agency for the nation’s materials pro- 


grams. Its aim is to assure enough’ 


production facilities to enable this 
nation to fight a war, if it’s war Joe 
Stalin must have. 


No one disagrees with the general 
idea of planning for such eventuali- 
ties. The disagreements develop, how- 
ever, over how and when and in 
what manner it should be done. 

DPA planners naturally would like 
to set down the best possible fore- 
casts for requirements to meet any 
possible emergency. Then it would 
like to have industry build these need- 
ed facilities. 

All of us would sleep better if we 
knew that this nation was ready for 
an emergency of any type at any 
time. 

But it isn’t that simple. There are 
limitations on what any industry can 
do. These are practical lin.itations 
posed by such earthy, commcn sense 
questions as these which must nat- 
urally arise in the mind of a com- 
pany official: How am I going to 
finance more expansion? What am 
I going to do with the products from 
these new facilities? Who is going 
to carry the burden if some of these 
new facilities aren’t used, but must 
be kept on a stand-by basis? Will 
future prices support present high 
costs of construction? 

It would be foolish for even the 
most patriotic citizen to ignore those 
questions, becaitse it wouldn’t help 
national preparedness for some com- 
panies to go on the rocks because of 
impractical expansion. 

Fortunately, Petroleum Administra- 
tion for Defense is in a position to 
make recommendations to DPA on 
planning for the petroleum industry. 
Like DPA, PAD also has prepared- 
ness as its goal. It was set up to 
serve the nation, not simply to serve 
the petroleum industry. But because 
PAD is in close contact with the 
petroleum industry, it is in a better 
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position to blend the planning and 
the doing. 

Take, for example, the alkylation 
facilities program. DPA has done 
some needling of PAD becaure there 
aren’t adequate alkylation facilities 
and because it doesn’t seem that much 
progress is being made toward get- 
ting such facilities: DPA wants PAD 
to do something about this. DPA 
wants those facilities built. 

Now PAD is in entire agreement 
that this must be done. But it is also 
face to face with the reality that it’s 
a difficult proposition. Companies are 
naturally reluctant to rush into such 
construction, because it’s a costly in- 
vestment in a feast-or-famine field, 
and there are other expansions which 
are more practical from an invest- 
ment and operational viewpoint. 

So PAD has the tedious chore of 
working with individual companies in 
studying the situation carefully, in 
planning facilities and in working out 
contract details so that a company 
can undertake the operation on a 
reasonably practical basis. 

In the early days of industry ex- 
pansion, there was little difference in 
the viewpoints of the “planners” and 
the “doers,” because there was a 
broad field of need ahead, and it was 
simply a question of how fast the 
job could get done. 

But now, as many industrial pro- 
grams begin to near their zoals, the 
difference in the thinking of the 
“planners” and the “doers” becomes 
more noticeable. In marginal fields of 
operation, industry naturally becomes 
more reluctant to move blindly ahead. 

What DPA, PAD and the petroleum 
industry have to do is to find the 
middle road. Industry must always be 
aware that it is responsible for a 
vital part of this nation’s prepared- 
ness, and a grave responsibility that 
is. DPA, in turn, must not lose sight 
of the fact that the petroleum indus- 
try— and others—must be stable if 
they are to be of best service. All 
that’s left is for PAD to bring these 
two viewpoints together into har- 
mony so the job will get done! 

The 1954-1955 expansion program 
offers PAD an ideal opportunity to 
work toward this end for it must be 
a program the industry can logically 
achieve and it must be one that will 
help reach toward the goal of national 
security. 


On the job! 


Our volunteer speakers are 
saving thousands of lives today 
...in factories and business 
offices . . . at neighborhood 
and civic centers . . . at social, 
fraternal and service group 
meetings all over this land . . . 
by showing people what they 
can do to protect themselves 
and their families against 
death from cancer. 


To find out what you yourse'f 
can do about cancer, or if you 
want us to arrange a special 
educational program for your 
neighbors, fellow-workers or 
friends, just telephone the 
American Cancer Society 
office nearest you or address 
a letter to “Cancer,” care of 
your local Post Office. One of 
our volunteer or staff workers 


will be on the job to help you. 
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CONTINUED LABORATORY RESEARCH 


PROTECTS YOUR INVESTMENT 


To provide modern processing methods and techniques 

leading to improvement of products from petroleum, Universal 
constantly conducts extensive research in the field of hydrocarbons, 
This continued study of intricate reactions in the laboratory 
enables the refiner to keep abreast of developments and to 

get the benefits of the collective thinking of some of 

the finest research minds in the industry. 

As a result of these research activities, refiners have been able 
to achieve greater efficiency and economy of operation and 

to provide products that meet the demands of their 

individual markets—just one of the ways in which 


Universal service protects your investment. 


UNIVERSAL OIL PRODUCTS COMPANY 


General Offices: 310 S. MICHIGAN AVE., CHICAGO 4, ILL., U.S.A. 
P Laboratories: RIVERSIDE, ILLINOIS 
® 


Universal Service Protects Your /nveéimeat 


through laboratory research . . . pilot plant studies . . . design and 
engineering . . . construction supervision . . . licensee instruction . . . 
post on-stream service . . . collateral services. 
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Distillate Stocks Reach New High 
With 69 Days Supply of Light Fuels 


Both distillate fuel oil and kerosine 
stocks in primary storage (at refin- 
eries, at bulk terminals, in transit 
and in pipe lines) at the end of Sep- 
tember were sufficient to last 69 
days, according to NPN calculations. 

On Sept. 30, 1951, primary distil- 
late inventories were sufficient to 
supply needs for 62 days; kerosine, 
70 days. 


Distillate stocks set a new record 
for the second week in succession, 
totaling 114,727,000 bbls. in the week 
ended Sept. 27, according to API's 
weekly statistical report (see sum- 
mary table below). 

At 34,989,000 bbls., kerosine con- 
tinued to edge closer to the record 
of 36,171,000 bbls. set in the week 
ended Sept. 29, 1951. 


Days’ Supply—tInventory position 
of all four major oil products in re- 
lation to forecast demand is shown 
for the end of September in the fol- 
lowing table (figures in columns are 
number of days stocks are calculated 
to supp'y needs on basis of forecast 
demand): 

Sept. 30 Aug. 31 Sept. 30 
1952 1952 1951 
Finished & unfinished 

Dy btetess 2 . 37 
Kerosine 65 70 
Distillate fuel oil. ¢ 62 
Residual fuel oil.. 31 28 


Bureau of Mines revised total d-mand fore- 
east figures for fourth quarter 1952 have been 
used by NPN to cover period three months 
ahead in calculating ays’ supply of primary 
stocks (API data) shuwn for Sept. 30, 1952. 
Comparative figures for primary stocks at end 
of preceding month were calculated from ®&. of 
M. revised foreca t for third and fourth quar- 
ters 1952 and API data. Comparative figures 
for 1951 date shown were calculated from Bu- 
reau of Mines actual stocks figures for date 
shown and actual consumption figures for 
period three months beyond that date. 


Crude Imports Up—Although over- 
all refinery runs of crude oil were 
down in the week ended Sept. 27 as 
compared with the previous week, a 
sharp increase was shown by API in 
the amount of foreign crude included 
in U. S. refinery runs. Foreign crude 
processed by U. S. refiners averaged 
707,000 b/d, or just 2.000 b/d less 
than the record of 709.000 b/d set 
in the week ended Sept. 6. 


An increase was shown for refin- 
erv output of residual fuel oil, but 
output of other major products de- 
clined. Inventories of all principal 
products rose. 

Forecast—-The Bureau’ of Mines 
forecast domestic crude oil demand 
at 6,450.090 b/d for Octoher as com- 
psred w'th 6.430.000 b/d forecast for 
September. The October forecast in- 
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cluded total ga-oline demand of 107 
million bbis., gasoline y.eld of 43.3% 
and crude runs to stills of 6,950,000 
b/d. 

Domestic crude runs to stills will 
average at least 7,000,000 b/d for 
the third quarter, the bureau figured, 
with domestic production at about 
6,275,000 b/d and demand for do- 
mestic crude averaging about 6,500,- 
000 b/d. 

This high level of refining opera- 
tions, the bureau said, combined with 
a total demand for all oils substan- 
tially below previous estimates, “may 
add 65 million bbls. to total stocks 
of refined products ... and bring 
the total of such stocks to about 
404 million bbls. on Sept. 30, or about 
10 million higher than at the same 
time last year.” 

California Situation—cCalifornia is 
not self-sufficient now as far as her 
oil and natural gas requirements are 
concerned and faces the future with 
even greater dependency on outside 
sources, E. Carl Mattern, PAD as- 
sistant deputy, said in a talk in Santa 
Barbara. 

He pointed out California’s present 
lack of sufficient crude and said that 
even with pipe lines from Canada and 
Yexas, California still would not be 
self-sufficient. He estimated that by 
1955, the state’s natural gas require- 


ments will reach 948 billion cu. ft. - 


and that almost two-thirus of this 
will have to be imported. 

Jet Fuel-—Although specifications 
for new JP-5 jet fuel have been pub- 
lished, military said that it is not 
yet asking for supplies of JP-5, ap- 
parently tailored primarily for Navy 
use. In replv to a direct question, a 
Pentagon official said: ‘There will be 
no dropping of JP-4.” 

Lube Stocks Rise—Lube oil inven- 
tories totaled 9,775,000 bbls. on July 


31, or 1,113,000 bbls. above stocks on 
the same date in 1951, according to 
the Bureau of Mines. Increase in 
July over June amounted to 81,000 
bbls. 

Wax Stocks Down—Revercing the 
July trend of recent years, inven- 
tories of petroleum wax held by re- 
fining companies dropped 10,080,000 
lbs. in July this year, Bureau of 
Mines reported. 

Largest decline, June to July, was 
in fully refined waxes—5,880,000 Ibs. 
Inventories of m‘crocrystalline grades 
increased 560,000 Ibs., while stocks of 
“other” waxes were down 4,760,000 
Ibs. Total wax inventories on July 31 
this year were 9,520,000 lbs. lower 
than on the same date last year. 
Comparison of wax stocks is shown 
in following table: 

(thousands of pourds) 
dulv June duly 
1952 1952 1951 
27.790 27 18H =: 19.79 
58,240 64,120 54,880 
83,720 88,480 105,000 


Total ......... 169,680 179,760 179,200 


Here and There—PAD is combing 
the oil industry in an effort to step 
up output of isobutane and isopentane 
needed for aviation gasoline ...A 
Bureau of Mines survey shows a 
gain of 369,241 b/d in refining ca- 
pacity during 1951, bringing total ca- 
pacity to 7,332,885 b/d on am. 2, 
1952 (including 171,519 b/d of shut- 
down capacity) . .4 In another sur- 
vey the bureau gave data showing 
marketed production of natural gas 
almost tripled in the U. S. between 
1936 and 1950 ... Kansas set its 
October crude oil allowable at 330,000 
b/d, the same as the September rate. 
: Anglo-Iranian said it would 
start construction this month on its 
60,000 b/d refnery at Kwinana, near 
Fremantle, in western Australia, 
which is expected to supply 40% of 
Australia’s oil needs. . . Crude oil pro- 
duction in Venezuela averaged 1,803,- 
154 b/d in July, down slightly from 
June. In Kuwait. crude output 
averaged about 714,471 b/d in August 
as compared with about 814,600 b/d 
in July. 


Microcrystalline 
Fully Refined .... 
Other Grades .... 


Summary of API Report on Refining Operations 


(U, 8. totals—B,. of M. basis) 
Week 


Ended 
Sept. 27 
6,987.000 
707,000 
Percent operated 95.3 
23,561,000 
2,634,000 
10,214,000 
8,835,000 


Production 


Crude runs—daily avg. 
Foreign crude included 


Gasoline 
Kerosine 
Distillate fuel oil 
Residual fuel oil 


Stocks 


Finished & unfinished gasoline 120,276,000 
34,989,000 
114,727,000 
54,583,000 


Kerosine 
Distillate fuel oil 


Residual fuel oil 
* Revised. 


Week 
Ended 
Sept. 20 
7,075,000* 
611,000 
96.5* 
23 980.000 
2,728.000 
10,278,000 
8,525,000 


118,315,000 , 
34,680,000 
112,472,000 
53,484,000" 


+ 1,961,000 
+ 309,000 
+ 2.255.000 
+ 1,099,000 
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Big Esso bulk plant relies on 
Marlow Pumps to CARRY THE LOAD! 






- «and what a load! 10 million gallons of gasoline a month can be 


put through this New York City District bulk station . . . one of the world’s largest 
and most modern. The pumping system is fully automatic — with thirteen big, 
dependable and thrifty Marlow Self-Priming Centrifugal Pumps at the heart of it. 


From underground storage this battery 
of 4-inch Marlows delivers gasoline to one sec- 
tion of the loading rack. Pumps, operated by 
remote control from the control tower, can load 
a 1900-gallion truck in 5 minutes. It’s a fast, 
efficient and virtually maintenance-free installa- 
tion . . . and it takes good pumps to do the job. 
It takes Marlows. 


Through 1800 feet of piping another 
batfery of pumps — these Marlow 6-inch high- 
pressure models — serves the loading rack which 
has automatic pressure and velocity control of 
pump. As with the others, the pumping, though 
intermittent, is always smooth — thanks to the 
Marlows’ ability to prime and reprime auto- 
matically. They won’t vapor lock either — and 
they operate quietly and economically because 
of their exclusive free-flow design. 


More and more petroleum marketers, from the 
largest majors to smallest independents, choose 
Marlows for their plants and trucks. MARLOW 
PUMPS DO MORE AND DO IT BETTER, THAT'S 
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‘ $ Qian Moos, 
Marlow is the manufacturer of the world’s larg- ' = CREENW PUMPs ilies 
est line of petroleum marketing pumps. Your : on Woop 40? AVENue oe ee ) 
problems will get expert attention from the Mar- Please x» fs . ' 

. Please me hel / 
low engineers. Let them help you. ha literan, P 
Write without obligation. Name oe: Senta; col ‘ 
In Canada contact USE THIS COUPON Co. reali : 
PUMPS and SOFTENERS LTD., 0 ba ee a : 
London. Ontario Stree, 1) isa ele ee ieee ’ 


MARLOW PUMPS 


GREENWOOD AVENUE 


RIDGEWOOD, N. J 
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YOU GET MORE - 
IN STEEL CONTAINERS MADE BY CONTINENTAL.. 


you get the research facilities of a full-line container manufacturer 


In addition to helping our customers with their special 
packaging problems, Continental research chemists and 
engineers are constantly on the lookout for ways to 
make all of our containers even more durable, efficient 
and good looking. 

Our packaging experts bring to their job a lifetime 
of experience with every kind of container problem. 
This means the steel containers you get from Conti- 
nental are the best that can be made for the purpose. 


Many of the leading names in the oil, paint and 
chemical field ship their products in Continental steel 
containers. Continental is the largest U.S. producer of 
utility cans, and of flaring pails for roofing compounds 
and similar products. 

You'll probably find just what you need in our line 
of lug cover pails, utility cans, flaring pails and closed 
head drums (light and heavy gauge) . Should you have 


a special problem, we'll be glad to talk it over with you. 
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CONTINENTAL © CAN COMPANY 


CONTINENTAL CAN BUILDING 
100 East 42nd Street New York 17, N. Y. 
Eastern Division: 100 E. 42nd St., New York 17 © Central Division: 135 So. La Salle St., Chicago 3 + ~=Pacific Division: Russ Building, San Francisco 4 
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Don t Count Coal Out 


By CLYDE LA MOTTE 
NPN Staff Writer 


WASHINGTON—Coal isn’t giving 
up the fight against oil. Not by a 
long shot. 

And it isn’t a hit-or-miss effort, 
either, but a carefully planned, care- 
fully directed campaign aimed at 
keeping present coal customers and at 
getting new ones where possible. 

The over-all strategy calls for the 
fight to be waged all along the line, 
including the small consumer as well 
as the industrial and large commer- 
cial users. 

Coal’s Share Slips—-The reason be- 
hind coal’s decision to fight to retain 
what business it now has and per- 
haps regain some of what it has 
lost becomes obvious with one glance 
at what happened to coal’s share of 
the fuel market since the end of 
World War II. 

Total energy consumed in the 
United States (based: on Bureau of 
Mines figures) has increased almost 
19% from 1945 through 1951 (see 
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chart above). While this was going 
cn, coal supplied almost 94% less en- 
ergy in 1951 than it did in 1945. But 
during this same period oil supplied 
36% more energy last year than in 
1945, and gas (natural, manufactured 
and mixed) showed up with a whop- 
ping 89% increase in energy supplied. 


Advertising Push—oOil jobbers will 
run into the new coal promotion ef- 
fort, especially in competing for new 
commercial, church and school ac- 
counts, because an attempt is being 
made to stimulate coal advertising in 
individual localities as well as on a 
regional and national basis to offset 
the effect of oil and gas heating 
equipment promotions. 

This all-out advertising campaign 
by the coal people is relatively new. 
Heretofore, national advertising was 
done on a minor scale and was aimed 
principally at building general good 
will. 

Those earlier ads sought to con- 
vince the general public that the coal 
industry isn’t on its way to oblivion 


along with the horse and buggy and 
the coal-burning railroad engine with 
its belch of smoke and cinders. They 
sought to convince the public that 
coal miners aren’t being treated as 
slaves, but that the coal industry is 
modern, efficient and vita] to Ameri- 
can life. 

Coal people began to grow restive, 
however, feeling that this sort of in- 
stitutional advertising wasn't getting 
the job done. So they put their heads 
together to ponder a better approach 

An aggressive, streamlined new 
campaign is the result. And it’s just 
getting under way. There are strong 
indications that what has been done 
thus far is mostly a test run to set 
the pattern for bigger and better 
campaigns in the future. 

This new style advertising cam- 
paign is entirely different from the 
old one. It isn’t trying to build good 
will. It is trying to sell coal. 

The planners of this new cam- 
paign have aimed at men’s most 
sensitive spot—at his pocket. They 


21 

















THE WEEK’S OIL NEWS 








tell you how you can save money 
using coal, and they give examples 
of companies that have switched to 
coal and that are now saving big 
money by using this type of fuel. 

They stress the stability of the coal 
supply, hinting that the Johnny-come- 
lately oil fuel has a risky future with 
a dwindling supply which will cause 
oil prices to rocket. 

They stress, too, the modern coal 
burning methods with automatic 
stokers, smoke eliminators, ash dis- 
posal systems, etc. Obviously, their 
effort is to show that coal use can 
be as spic and span as oil or gas. And 
a lot cheaper. They never let up on 
that final theme. 


What Ads Say—aA typical ad shows 
some modern, efficient commercial 
or industrial plant—such as a large 
laundry—and it carries the picture of 
one of the company’s officials. 

The big-type headlines of these one- 
page or two-page ads quotes from 
the officials something like this: 

“How we save $20,000 a year us- 
ing coal instead of oil.” 

Or like this: 

“How an engineer slashed operating 
costs 46% with coal.” 

The ads then quote the official as 
saying that with new, modern coal- 
burning equipment he has slashed 
his operating costs so greatly he can 
amortize the cost of the new equip- 
ment within two or three years. 

Each ad, too, carries these plugs 
for coal use: 


“Coal in most places is today’s 
most economical fuel. 

“Coal resources in America are 
adequate for all needs—for hun- 
dreds of years to come. 

“Coal production in the U.S.A. 
is highly mechanized and by far 
the most efficient in the world. 

“Coal prices will therefore re- 
main the most stable of all fuels. 

“Coal is the safest fuel f store 
and use. 

“Coal is the fuel that American 
industry can count on more and 
more—for with modern combus- 
tion and handling equipment, the 
inherent advantages of well-pre- 
pared coal net even bigger sav- 
ings.” 

If you should go to the coal people 
for comparative figures on cost of 


coal vs. cost of oil, they will tell you 
it can’t be done on a general basis 


but must be worked out as an in- 
dividual problem. Even in the ads 
themselves, which deal with specific 
cases, the oil vs. coal comparison us- 
ually is of a general nature, such as 
a remark like this: “From coal we 
get the daily amount of BTU’s we 
need at a cost of $200—to get the 
same BTU’s from oil would cost 
$280.” 

It’s noticeable that although the 
ads emphasized modern equipment, 
virtually no effort is made to get a 
current coal user to scrap his old 
coal burner as obsolete and replace 
it with new equipment. 

A coal man, asked about this, was 
candid: “We don’t stress the re- 
placement angle too much because we 
don’t want a coal user to ‘become dis- 
satisfied with what he’s got now. If 
he should decide to install new equip- 
ment, there is always the possibility 
he might switch to some other fuel.” 

Program Financing—The national 
advertising campaign is being con- 
ducted by the Bituminous Coal Insti- 
tute which, in turn, is supported by 
the National Coal Assn. 

There is no individual assessment 
against the coal companies to pay 
for this advertising. Rather, the asso- 
ciation has given the institute an ad- 
vertising budget, and this money 
comes from the association’s gener- 
al fund. What it amounts to is a de- 
cision by the association to put more 
emphasis on advertising and less on 
other association functions. 


An institute official indicated that 
the advertising campaign was not to 
be a “quickie,” but that if present 
plans are carried through, it will be 
a long-range program over the years, 
because the institute is aware that 
advertising in little, sporadic doses 
won’t get the job done on such an 
undertaking as this. 

The current plan—which may be 
enlarged—is a selective one which 
inciudes a few popular magazines, 
several national circulation business 
and industrial magazines (but not 
trade magazines) and some regional 
publications. 


The newspaper advertising is left 
pretty much to the individual com- 
panies and dealers, although some 
of the expense may be borne by the 
national group, and particularly by 
coal equipment manufacturers and 
distributors. 


The popular magazines shoot for 
readers in general; the business mag- 
azines aim for big commercial and 
industrial users and the regional or 
industry publications are directed to- 
ward specific types of users, includ- 
ing agricultural. 

Naturally, the campaign is being 
stressed in traditional coal using re- 
gions and is not being emphasized 
in natural gas and oil areas. 

Stress on Economy—wWith all types 
of fuels now generally coming into 
adequate supply, it would seem safe 
to assume that the competition be- 
tween them will become more intense. 
If so, then the coal industry is get- 
ting something of a jump on the 
others with its organized national 
campaign. And it is getting the jump 
on stressing the economy angle, be- 
cause economy is apt to loom larger 
and larger as a decisive factor. 

And because heating and power in- 
stallations are long-life facilities, the 
coal industry is being shrewd in harp- 
ing on the “stability” of coal prices 
while carefully planting the idea that 
other fuels have erratic futures. 
Look at this example from one of the 
coal ads: 

“Plants that use coal are in an en- 
viable position—at the present and 
for the future. For they are more 
certain than the users of other fuels 
of a dependable fuel supply—at stable 
prices. The reasons are compelling. 
Of America’s total fuel reserves, 92% 
is coal: Even today, oil is imported 
while this country can and does ezx- 
port coal.” 


Coal’s Target—The petroleum in- 
dustry should be aware that the coal 
people feel that they have “just be- 
gun to fight.” In a recent meeting of 
the National Coal Assn.’s executive 
committee, a special committee was 
formed to study all possible ways of 
stopping the “inroads of our indus- 
try” being made by oil and natural 
gas. 

In a sense, this is a tip-off on the 
real goal of the coal industry: To 
hold the ground it has. The industry 
knows that natural gas and oil are 
constantly gaining on coal, and al- 
though the coal people are far from 
having their backs to the wall yet, 
they are aware that they must do 
everything possible to slow the mo- 
mentum of this trend. 


Tariff Fight—One phase of their 


Annual Supply of Energy from Coal, Oil and Gas in U. S. 1945-1951* 


(Trillions of British Thermal Units) 


Energy 
Total Supplied % of 
Energy By Coal Total 
32,552 16,529 50.5 
31,839 15,526 48.8 
35,674 17,975 50.4 
36,635 17,158 46.9 
31,786 12,481 39.3 
35,431 14,647 41.3 
38,635 15,071 39.0 


Energy 


Supplied % of Supplied % of 
By Oil Total By Gas Total 
10,368 31.8 4,213 13.0 
10,574 33.2 4,323 13.6 
11,347 31.8 4,926 13.8 
12,462 34.0 5,534 15.1 
11,572 36.4 6,181 19.4 
12,508 35.3 6,753 19.1 
14,050 36.4 7,955 20.6 


* Compiled on basis of Bureau of Mines figures. Water power is incluied in total energy figures. For this reason annual percentages for oil, 


coal and gas do not total 100%. 
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YOU CAN COUNT ON COAL! 


MAGAZINE ADS used by coal industry to promote industrial consumption 


battle obviously is going to be a hard 
fight against the recent oil reciprocal 
trade agreement (see NPN Sept. 3, 
p. 36). Already, coal state congress- 
men have made official statements 
claiming that the lowered oil tariff 
rate will bring “doom” to the coal 
industry. 


Because the Federal Tariff Com- 
mission was split 3-3 on the trade 
agreement in the first place, there 
would seem to be a good possibility 
that the coal people may be able to 
get a public hearing on the grounds 
that the oil tariff reduction would be 
directly injurious. And the coal people 
will get some assistance from some 
domestic oil producers who fear com- 
petition from abroad—particularly 
from Venezuela. 


It’s also a good bet that some con- 
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gressional committee may jump into 
the picture. 

The National Coal Assn. has said 
it “certainly” will do all it can to have 
trade agreement amended to guard 
against increasing oil imports. It 
hasn’t outlined its planned course of 
action but no doubt will work in 
conjunction with coal sympathizers 
in Congress and other groups to seek 
reconsideration. 


Price Pitfall—There are other fac- 
tors, too, which are troubling the 
coal industry. One of the biggest 
problems at the moment is the mat- 
ter of the wage hike which John L. 
Lewis recently wrested from coal pro- 
ducers. 


The coal people are in a dilemma. 
If they add the increased wage costs 
to their selling price of coal, it likely 
will hurt them. in their competition 


with oil. This is particularly true in 
industries and large commercial 
plants which have dual facilities cap- 
able of using either oil or coal. These 


companies use whichever fuel is 
cheaper, and a rise in cost of coal is 
expected to cause a_ considerable 


switch to fuel oil. 


On the other hand, the coal people 
hardly see how they can absorb all 
or most of the increase, because it 
would cut their profit too thin. 


Since the point the industry has 
been hammering hardest is low and 
stable cost of coal, it would be upset- 
ting now for them to be forced into 
increasing their prices. 


Here is how observers size up the 
over-all aspects of the fight by coal 
to retain its markets. 


In individual home heating, coal 
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obviously has lost the offensive, al- 
though considerable coal will continue 
to be used for this purpose in im- 
mediate coal areas and in homes 
where coal systems are already in ex- 
istence. For new homes, however, and 
in old homes where heating plants 
are replaced, the trend is heavily 
toward either gas or oil, with natural 
gas leading in many sections—prin- 
cipally ‘because original installation 
is cheaper, although operational costs 
may be higher than oil. Since most 
home buyers purchase in develop- 
ments, they necessarily must take 
the type of equipment which the de- 
veloper has installed. And since the 
builder is primarily interested in ini- 
tial cost, he is apt to be inclined to- 
ward natural gas. 


Coal Strength—In stores, churches, 
schools and apartment houses, coal is 
doing a much better job of holding its 
own, In these cases, original equipment 
is the deciding factor since there is 
little likelihood of dual facilities, and 
once a choice is made on the type of 
heating equipment, there is little that 
can be done by the rival fuels until 
that original equipment wears out. 


The opportunity, then, arises when 
the buildings are constructed or when 
replacement time comes. Thus the 
petroleum industry in general and 
jobbers in particular need to co-oper- 
ate with oil equipment distributors in 
presenting the case for oil. 


It would seem, therefore, that it is 
in the area of churches, schools, civic 
auditoriums, hospitals, etc., that the 
main portion of the coal vs. oil battle 
will be fought, at least as far as the 
marketer is concerned. This would 
appear to be the place where there 
is the most room for salesmanship 
and advertising. 

In industries, dual facilities in many 
plants tend to intensify competition. 
This is where the greates; use of 
coal lies—in industrial piants—and 
the coal people, acutely aware of this, 
will be reluctant to yield ground 
whatsoever to competing fuels. 


The coal people make a particular 
play for the attention of plant design 
engineers because they know that 
a company’s engineer is apt to be 
the man with the most say in selec- 
ting the type of heating and power 
equipment. That is why the coal ads 
stress economy and stability of supply 
in their ads aimed at these people. 


Some independent fuel dealers 
handle both oil and coal. In most 
cases, the company originally was a 
coal distributor, but with the coming 
of fuel oil, branched out into that 
field, too. This type of dual operation, 
however, naturally does not apply to 
the integrated oil companies, and 
with the growth of integration, this 
dual type of operation has lessened. 
In places where it still exists, how- 
ever, the burden of pushing oil con- 
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sumption lies with the supplier and 
with the oil equipment manufacturers 
and dealers. 

Hot Competition Ahead—The mat- 
ter can be summed up in this man- 
ner: As the defense preparedness pro- 
gram begins to ease, all types of 
supplies for civilian uses no doubt will 
become more plentiful, and competi- 


tion between products will become 
more intense. Coal has a strong, se- 
cure position and is a long, long way 
from retirement age. Therefore, it 
would be foolish to under-emphasize 
the coal competition. 

The coal people seem to be making 
it obvious that they intend to see to 
it that you'll be sorry if you do. 


Battle over Site of ‘Cartel’ Hearing 
Delays Probe Action Until Oct. 15 


NPN News Bureau 


WASHINGTON—The Justice De- 
partment’s “international oil cartel” 
grand jury investigation took an un- 
expected turn this week with an ap- 
peal on one narrow issue to be argued 
Oct. 15 before the U. S. Court of Ap- 
peals for the District of Columbia. 

Here’s how it happened: 

Federal District Judge James R. 
Kirkland had before him a variety 
of motions attacking the proceedings 
filed by the California Texas Oil Co., 
Socony-Vacuum Oil Co., Standard Oil 
Co. of California, The Texas Co., Ara- 
bian American Oil Co., Standard- 
Vacuum Oil Co., Standard Oil Co. 
(New Jersey) and Anglo-Iranian Oil 
Co. 

Among them was a motion filed 
by several of the companies request- 
ing that the proceedings be trans- 
ferred from the District of Columbia 
to the Southern District of New York. 
Several reasons were given by the 
companies, among them the great 
burden and expense of moving the 
records and documents called for in 
the DJ subpoena from the companies’ 
principal offices (located largely in 
New York) to Washington, and the 
fact that 14 of the 23 grand jurors 
are federal esnployes, which the com- 
pani's called an “unfair” situation. 


Motion Denied—Monday, Oct. 6, 
Judge Kirkland decided against the 
companies on this point, saying “the 
motion to transfer the proceedings to 
another jurisdiction, having been 
prematurely brought, is hereby de- 
nied.” 

The ruling hinged primarily on a 
federal court procedure rule which di- 
rected how such things are to be han- 
dled if there is an indictment, an in- 
formation or a bill of particulars be- 
fore the court. So far, none of those 
is in evidence. Mr. Kirkland indi- 
cated that he might have decided 
otherwise had the case progressed 
beyond the grand jury stage and 
an indictment had been obtained. 

He told the DJ attorneys: 


“What should it profit the Depart- 
ment of Justice if it should get an 
indictment in the District of Colum- 
bia if . .. it must go back to the 
Southern District of New York or 


Northern District of California to 
try the case?” ; 

Nevertheless, the companies were 
faced with the fact that Judge Kirk- 
land had denied their motion and that 
arguments now were called for on the 
other motions, particularly that to 
“quash” or nullify the subpoena. 

They asked Judge Kirkland to post- 
pone hearings on the additional mo- 
tions until they had an opportunity 
to appeal his decision to the appeals 
tribunal, but the judge refused. 

He did permit them to contact the 
appeals court during luncheon recess. 
There, a three-member panel con- 
sisting of Judges Henry Edgerton, E. 
Barrett Prettyman and David L. 
Bazelon favored the company posi- 
tion. 

They ordered a “stay” of proceed- 
ings in Judge Kirkland’s court until 
the companies can file and argue a 
petition for a writ of mandamus. 


The writ will request the appeals 
court to overrule Judge Kirkland and 
to permit the transfer of the pro- 
ceedings to New York. The com- 
panies have a deadline of noon, Oct. 
10 to file the writ, and the panel 
will hear arguments on it Oct. 15. 


DJ Protest The development 
brought from Leonard J. Emmerglick, 
special assistant to the Attorney Gen- 
eral in charge of prosecuting the 
case, a charge that the companies’ 
appeal “is an effort to prevent us 
from getting to an argument to 
quash—to prevent us from going 
ahead with the investigation.” He 
added: 

“Without the papers from the com- 
panies (delivered to the grand jury), 
they can thwart the grand jury pro- 
ceedings and they are doing that.” 

In his opinion, Judge Kirkland dis- 
counted company arguments against 
federal employes on the jury, point- 
ing out that the Supreme Court has 
handed down several rulings on the 
matter and that he felt bound by 
them. 

Judge Kirkland said he could not 
find “support” for company conten- 
tion that they are “defendants” in 
the grand jury proceedings, but that 
location of the principal offices out- 
side the District of Columbia and the 
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burden and expense items “have had 
great weight with the court” al- 
though “the concern for the calamity 
indicated must stop at the stages of 
sympathy.” 


Too Many Papers ?— After reading 
his ruling, the judge made a deter- 
mined effort to narrow down and de- 
fine the limits of the broad DJ sub- 
poena which demands the production 
of company records and documents 
back to 1928, even of letters and 
memoranda. 

He said his “first impression” is 
that it is “too broad,” although he 
could not make up his mind defi- 
nitely in the absence of evidence 
brought out during the course of the 
grand jury sessions. 

On the paragraphs relating to let- 
ters and memoranda, he told Mr. Em- 
merglick that it apparently is “big 
enough to cover one of the presi- 
dents of these companies doodling on 
a pad in his office.” 

Judge Kirkland said “I question 
seriously” whether any District of 
Columbia court “is going to let the 
government go back” to 1928 to prove 
its case. He suggested, instead, that 
the government limit its efforts to 
those alleged offenses which the 
Statute of limitations still permits to 
be prosecuted. 

Mr. Emmerglick, however, replied 
that DJ “can’t accept a cut-off date 
because we feel that . . . the principal 
offense in this case began in 1928 
(with the Achnacarry Agreement 
limiting certain companies to a pro- 
portionate share of the worldwide oil 
market) and has continued to this 
day.” 

He said that DJ, instead, would 
agree to a “horizontal” cut-off where 
only the “cream” of the letters, rec- 
ords and documents would be pro- 
duced, sufficient to meet DJ's needs. 


NLGI Gets Service Award 


KANSAS CITY—National Lubrica- 


tion Grease Institute has been pre- 
sented the 1952 grand award for out- 
standing service to industry which it 
represents, as well as to the public, 
by American Trade Assn. Executives. 
Basis for the award was NLGI'’s 
program of co-operation with API, 
Steel Shipping Container Institute 
and American Standards Assn., re- 
sulting in standardization of contain- 
ers used by the petroleum industry. 


UOP-Whitman Case Resumed 


WILMINGTON, Del.,—-Hearings in 
the William Whitman Co. vs. Uni- 
versal Oil Co. case have been re- 
sumed in Federal District Court here. 

The case is being heard by Judge 
Richard S. Rodney. Whitman is seek- 
ing to cancel a 1937 license agree- 
ment for an oil manufacturing proc- 
ess with Universal. 
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Now It's Venezuela 


NPN News Bureau 

W ASHINGTON—Unrelenting in its 
election-year attack against foreign 
operations of U. S. oil companies, the 
government last week rolled out yet 
another heavy gun, this one aimed at 
the Venezuelan activities of Creole 
Petroleum Corp., subsidiary of Stand- 
ard Oil Co. (New Jersey) and Shell 
Caribbean Petroleum Co. 

At NPN press time, the investi- 
gation being conducted by the Mo- 
nopoly Subcommittee of the House 
Judiciary Committee was still some- 
what veiled, although there were 
strong indications that the target 
was marketing rather than produc- 
tion practices. Purpose of the probe 
was announced only in rather general 
terms by Representative Celler (D., 
N. Y.), chairman of both the parent 
committee and the subcommittee, fol- 
lowing an executive session on Oct. 
3 with officers and counsel of the two 
companies. 

It was revealed at that time that 
the subcommittee got started on its 
investigation almost two years ago 
_in December 1950—and finally de- 
cided to acknowledge its activities 
after it realized that the news finally 
“was leaking to the press.” (Public 
statement was issued late Oct. 3 after 
the subcommittee ignored numerous 
NPN questions as to why the two 
companies were being questioned be- 
hind closed doors.) 





Subcommittee Counsel E. Ernest 
Goldstein said the investigation had 
been kept under wraps all along at 
the request of the oil companies, and 
that the subcommittee was trying not 
to “smear anyone before it had com- 
pleted its investigation.” No date has 
yet been set for open hearings that 
the group has promised. 


Mr. Celler’s statement was to the 
effect that the subcommittee decided 
to proceed with public hearings on 
possible violations of U. S. antitrust 
laws “on the basis of the executive 
session.” 


Basis of Probe—Mr. Celler said 
possible violations will be weighed 
in terms of: (1) effect of activities 
upon foreign commerce of the U. &., 
(2) effect of activities on the “con- 
sent” decree of 1942 whereby Jersey 
Standard agreed to guard against 
“cartel” arrangements on the part of 
its subsidiaries, and (3) extent to 
which, if any, the Achnacarry (“as- 
is’) Agreement has been in effect 
in Venezuela since it was allegedly 
terminated in 1939. 

Mr. Celler said the subcommittee 
will consider to what extent, if any, 
“remedial legislation may be required 
on the basis of the facts disclosed.” 

Questioned as to how the subcom- 





Oil Under Fire 


mittee became involved in the probe, 


Mr. Goldstein would say only that 
“it was on the basis of information 
received from outside sources.” He 
said the subcommittee then started 
digging in December, 1950, and fi 
nally issued subpoenas for documents 
in May, 1952, after meeting with com- 
panies behind closed doors. He added 
that the original May 28 deadline for 
return on records later was extended 
to Aug. 28. 


Mr. Goldstein strongly denied that 
the subcommittee’s investigation has 
any connection with DJ’s “‘cartel”’ in- 
vestigation or FTC's “international 
oil cartel” report. None of the records 
demanded by the subcommittee, he 
said, duplicate those being subpoe 
naed by DJ, even though parent com 
panies are involved with DJ. H« 
added that the subcommittee “was 
not on a fishing expedition” and was 
recking only answers and documents 
it felt to be “pertinent.” 


Canada to Investigate 
Prices for Antifreeze 


OTTAWA, Ont. Retail price of 
$5.95 per gal. for permanent type 
antifreeze was brought under public 
attack by Canadian Tariff Board here 
Oct. 2. Hearings will begin Nov. 17 
to determine if the spread is too great 
between the retail price and the cost 
of ethylene glycol to antifreeze manu- 
facturers in Canada. 


Only ethylene glycol plant in Ca- 
nada, that of Dow Chemical at Sarnia, 
is said to produce about half of Ca- 
nadian requi*ements, including some 


for oil companies marketing their 
own brand of antifreeze, the balance 
being imported from the United 
States. 

Inquiry among antifreeze manu- 
facturers indicates that a drop in 
price by U. S. producers, possibly 


due to U. S. oversupply, took place 
early in June; too late for Canadian 
importers to benefit, because their 
ethylene glycol requirements for the 
current year were already bought. 


Dow Chemical has protested to the 
Canadian government that it needs 
tariff protection to enable it to com- 
pete against the dumping of U. § 
surplus. At the same time it was 
indicated that the general subject of 
protective tariffs on chemical prod- 
ucts will be considered by the Tariff 
Board. 

Dr. R. S. Jane, president, Chemical 
Institute of Canada, was quoted in 
Canadian papers as urging such tariff 
protection to counteract tariffs im- 
posed by the U. 8S. on products of the 
Canadian chemical industry. 
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PETROLEUM SULFONATES 


. .. made to your specifications 
for use in products suchas... 


rust preventive formulations 

soluble cutting oils 

soluble textile oils 

emulsion degreasing compounds 

fuel oil additives 

emulsifiers for agricultural and 
insecticide sprays 

@ special emulsitying formulations 


Ask Sonneborn about PETRONATE, the oil soluble 


weights; HYPONATE, an oil free petroleum sulfo- 
nate; and PYRONATE, a water soluble petroleum 
sulfonate effective as an emulsion breaking reagent. 


Sonneborn petroleum sulforates—superior in qual- 
ity and possessing exceptional uniformity—are now 
made to fit a wide variety of specific needs. They 
can also be tailor-made to your exact specifications. 
You can rely upon prompt shipment. 


* Reg. U.S. Pot. Off. 





Free Informative Booklet 


This valuable booklet gives highly useful data on the 

many ways PETROLEUM SULFONATES are being and 

- a used. Write today for this highly informative 
et. 


White Oil, Petrolatum & Sulfonate Division 
L. SONNEBORN SONS, Ine. 
300 Fourth Avenue New York, N. Y. 
Achieved by 
Jonneborn 
RESEARCH 
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Death 


Mr. Dawes 


Henry M. Dawes, 75, chairman of 
the executive committee of Pure Oil 
Company since 1947 and a director 
of the American Petroleum Institute, 
died Sept. 29, at Evanston Hospital 
in Chicago. Mr. Dawes had been with 
Pure Oil since 1924 when he joined 
the company as president, a post he 
held for 24 years. 


Born in Marietta, Ohio, in April, 
1877, Henry Dawes was one of the 
four well known sons of Gen. Rufus 
R. and Mary Beman Gates Dawes. 
One brother, the late Gen. Charles 
Dawes, was the 30th vice president 
of the United States. Another brother, 
Beman G. Dawes is a former presi- 
dent and board chairman of Pure 
Oil and is now active as a director of 
the company. 

Henry Dawes made his first contact 
with the oil industry in Marietta when 
he headed a small oil production com- 
pany, The Southern Petroleum Co. 
In 1907 ke moved to Chicago, where 
his activities were concerned with 
natural gas and oil interests. While 
in Chicago he was secretary and 
treasurer of Dawes Bros., Inc. and 
president of the Southwestern Gas 
and Electric Co. 

From May 1, 1923 until December, 
1924, he was comptroller of the cur- 
rency by appointment of Presidents 
Harding and Coolidge. He resigned 
this post when he became president 
of Pure Oil Co. 

He was a member of the Independ- 
ent Petroleum Assn. of America, the 
National Industrial Conference Board, 
the American Institute of Mining and 
Metallurgical Engineers and was a 
director of the City National Bank 
and Trust Co., Chicago. 

Surviving are his widow, his 
brother, Beman; two sisters, Mrs. 
Harry Hoyt, Jacksonville, Fla., and 
Mrs. Arthur G. Beach, Evanston; a 
son, Curtis, of Jacksonville, Fla.; a 
daughter Mary Schultz of Evanston; 
and seven grandchildren. 
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Introducing— 





Harris Bateman 


PAD Materials Chief 


Harris Bateman of Bartlesville, 
Okla., stepped last week into the po- 
sition of PAD Materials Division di- 
rector, replacing Richard M. Morri- 
son. 

Mr. Bateman has already been ex- 
posed to the problems he will face in 
Washington, for he has been assistant 
director for the division for six weeks 
and was being readied for the direc- 
tor’s job. 

From the industry standpoint, Mr. 
Bateman already was well versed 
in petroleum’s supply problems. After 
holding various engineering posts in 
the construction division of Cities 
Service Oil Co. from 1927 to 1938, he 
was purchasing agent at Bartlesville 
from 1938 to 1942. Then, as purc)\as- 
ing engineer, he directed purchase of 
equipment and materials for construc- 
tion of the company‘s Lake Charles, 
La., refinery. In 1946-1947 he was in 
charge of purchases in connection 
with the expansion of the Cities 
Service refinery at East Chicago, Ind. 

He was purchasing engineer et 
Lake Charles from 1947 to 1949, when 
he became co-ordinator of purchas- 
ing for the company. He was named 
chief engineer in June, 1950. 


Gasoline Tax Refund OK’d 


NPN News Bureau 
ALBANY—New York State Tax 
Commission has ruled that the tax 
on gasoline used in pumping fuel oil 
from motor vehicles is subject to re- 
fund. The ruling, retroactive to last 
June 1, follows an opinion by the 
state attorney general that the tax on 
gasoline consumed in the engine of a 
stationary truck to operate compres- 
sor equipment is subject to refund. 
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Porcelain Enamel 











means business 


Get the full facts now 








Colorful, maintenance-free ERIE Porcelain Enamel 
service stations have proved to be ;‘allonage-builders. 
ERIE Porcelain Enamel is the standard of ,top 
quality. Erie supplies all necessary engineering . . . 
field supervision of construction . . . manufacture 
and erection of porcelain enamel. For remodeling, 
ERIE Porcelain Enamel can supply a complete ‘‘face 
lifting’”’ and have you back in business in as little 
as three weeks! Erie will handle the complete job in 
most areas including all sub-contracting! Every Erie 
job carries a written guarantee. WRITE FOR IN- 
FORMATION OR QUOTATIONS. 


NAMELING COMPANY 


1403 W. 20TH ST., ERIE, PENNA. 
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PAD Shapes Industry Expansion Plans 
To Insure Oil Supply If War Comes 


NPN News Bureau 


WASHINGTON—A 1954-1955 _ pe- 
troleum expansion program is now 
in the “talking” stage at PAD, and 
the tentative plan is to present the 
proposals to the Defense Production 
Administration for approval around 
the first of next year. 


The purpose of the expanded pro- 
gram would be to provide enough fa- 
cilities to approach the all-out needs 
of a global war. The current 18- 
month program was not designed to 
reach that far. Rather, it was to 
meet present rising requirements and 
to provide a slight margin of safety 
between supply and demand. 


At least one PAD division already 
has shaped up its expansion figure, 
but because no over-all policy deci- 
sion has been made by the agency, 
all expansion figures are highly ten- 
tative at this time. 

Whether the 1954-1955 goals will 
merely be an extension of the pres- 
ent 18-month program expansion rate 
or whether some phases will be ac- 
celerated or decreased are among 
decisions PAD is facing. 


Financing Trouble—In addition, it 
is necessary for the agency to gauge 
the willingness and ability of the pe- 
troleum industry to undertake further 
expansions. There have been indica- 
tions that in some instances, financ- 
ing has become a major problem for 
some companies, because they already 
have been pouring money into ex- 
pansion at record rates. 


It is known that DPA has infor- 
mally asked PAD to present plans 
for expansion to or through 1955 be- 
cause DPA, which has the job of 
long-range planning for defense pur- 
poses, has been shaping all its pro- 
grams toward 1955 targets. 


When the present 18-month expan- 
sion program (which carries through 
1953) was announced, PAD made it 
plain it did not consider those goals 
as sufficient to meet war emergency 


needs. Purpose of the short-range 
program was to build capacities to 
meet present growing needs with 
enough left over to provide a small 
“cushion” of safety for minor emer- 
gencies. 


PAD emphasized also that the pro- 
gram was based on what the industry 
had indicated it could and would do 
if sufficient materials were made 
available. Since the program went 
into effect, steel shortages have been 
the principal expansion handicap, and 
there is a possibility that some phases 
of the program, particularly refin- 
ery expansion, may not be able to 
hit the 18-month program on target. 

Meanwhile, there were indications 
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that the oil well drilling goal of 
55,000 wells in 1953 may be exceeded 
by as much as 3,000 wells if all “iffy” 
factors involved work out properly. 
PAD was qu.ck to point out, how- 
ever, that it does not now expect 
58,000 wells to be drilled next year, 
but concedes that such might be pos- 
sible if increaced tubular goods sup- 
ply developz, and if drilling demand 
should hold up all of next year. 


A step-up in crude _ production 
would, in turn, apparently call for in- 
crease in other facilities, such as 
transportation, storage and refining. 


Construction Progress—Concerning 
the present expansion program, PAD 
recently reported on storage and pipe 
line progress. The oil agency said it 
had authorized materials for 115 mil- 
lion bbls. storage, including crude oil, 
with 76 million bbls. of that amount 
already under construction. Total 18- 
month goal is about 153 million bbls. 


As for pipe lines, 9,000 miles of 
crude lines have been authorized, with 
5,959" miles already started. Materials 
have been authorized for 7,588 miles 
of product lines, of which 4,780 are 
now under construction. Combined to- 
tals for both types of lines are 16,588 
miles authorized, with 10,739 miles 
under construction. Goal for the 18- 
month period is 19,700. 


Lube Roadblock — However, one 
phase of the current expansion pro- 
gram already has hit a snag. Domes- 
tic refiners, asked to increase lube 
oil output capacities 15,000 b/d, have 
grown cool to the proposal because 
they see their foreign lube oil mar- 
ket drying up in the face of accel- 
erated expansion abroad. Last week, 
PAD sadly totted up the totals of 
domestic lube oil expansions approved 
for rapid tax writeoff and found the 
total to be only 2,426 b/d, far short 
of 15,000 b/d goal. 


PAD decided to include expansion 
already in progress before the tax 
writeoff program got under way and 
found that 7,000 b/d capacity had 
been built without tax writeoff bene- 
fits. But even this approach left more 
than 5,000 b/d capacity short of the 
goal, and there wasn’t an applica- 
tion on hand at PAD for any part 
of that. 


Steel Outlook—National Production 
Authority has reported that steel 
sheets, plates and bars would be in 
short supply in the first quarter of 
1953, but that the entire steel situa- 
tion should improve in the second 
quarter and continue improvement 
through the remainder of the year. 
Next year’s steel production was es- 
timated at 117 million ingot tons, 


compared w:.th 108 million in 1952. 

Both NPA and PAD, however, have 
pointed out that this over-all increase 
in ingot production will, not neces- 
sarily free certain typés of cteel 
products becauce of heavy demands 
which will continue to tax manu- 
facturing facilities of some types of 
products. 


NPA Orders—Other recent mate- 
rials developments included these: 


1. Announcement by National Pro- 
duction Authority that relaxation of 
construction regulations would be- 
come effective May 1, 1953. Commer- 
cial construction, including service 
stations, will be able to self-certify 
orders for up to 25 tons of steel quar- 
terly, including structural steel, but 
not to include more than 2% tons of 
alloy and no stainless at all. Self 
authorization may also be used for 
up to 5,000 Ibs. of copper and 4,000 
Ibs. of aluminum. Orders may be 
placed at any time, just so delivery 
is not made before May 1. 


2. NPA also amended Orders M-46 
and M-46-B, effective immediately, to 
make it easier for more oil and gas 
operators to get materials. This was 
done by enlarging the definition of 
“small construction operation” to in- 
clude operations in which the total 
cost of controlled material is less 
than $5,000, or which includes an 
enclosed structure with total mate- 
rial cost of up to $25,000. Formerly, 
the order applied only to enclosed 
structures with material cost of not 
more than $5,000. Thus a larger group 
may now get priorities assistance 
through the delivery order procedure 
under M-46. 


3. The nation’s producers of cop- 
per wire and cable mill products 
complained to NPA that most con- 
sumers think there is plenty of cop- 
per. There isn’t, the manufacturers 
said. "“hey asked the government to 
quit stockpiling copper until they can 
catch up on a backload of orders, 
some of which have been on the books 
for months. 


4. DPA has allocated 184,500 tons 
of steel to foreign oil operators— 
about 75% of the third quarter 1952 
grant of 217,500 tons. This includes 
40,506 tons of oil country tubular 
goods, about the same as the third 
quarter grant. Canada will get 28,000 
tons of tubular goods for the first 
quarter, about the same as for the 
third quarter. 


Scott Named to NPC 


NPN News Bureau 
WASHINGTON—Deputy PAD J. 


Ed Werren said this week that A. W. 
Scott, Wolf’s Head Oil Refining Co., 
Inc., and new president of National 
Petroleum Assn., has replaced Earle 
M. Craig, past association president, 
on the National Petroleum Council. 
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OPS Still Cool to Oil Price Decontrol 


NPN News Bureau 

WASHINGTON—In the brief pe- 
riod he has been head of the Office 
of Price Stabilization, Tighe Woods 
has admittedly spent most of his time 
listening to what housewives think 
of price controls and hasn’t yet fa- 
miliarized himself with the problems 
of industry, such as oil. 

This was strikingly apparent at a 
recent press conference. Mr. Woods 
talked at length at what he had heard 
on his recent swing around the na- 
tion to talk to housewives. When a 
reporter asked him about the pos- 
sibilities of decontrol of crude oil 
prices, Mr. Woods gave a frank an- 
swer: 

“I don’t know anything about that 
problem at all,” he said. “I can’t 
comment on it because it hasn’t yet 
come to my attention.” 

This was a tip-off that price de- 
control of petroleum and petroleum 
products is not being given much 
consideration now at OPS—especially 
not by the top policy men. 

A subordinate later confirmed this 
attitude. He said crude prices were 
still at ceiling, or very nearly so, and 
that such being the case, he coudn’t 
see much reason for any OPS action. 

There was, however, growing in- 
dication that a passthrough of in- 
creased freight costs on ‘petroleum 
products may be permitted sometime 
soon. The basis for this was the 
OFS action in permitting such pass- 
through in some other industries. A 
regulation permitting the same fo1 
oil is now in the works at OPS, but 
no final decision has been made. 


Lube Hikes Near—Meanwhile, pro- 
posed amendments to Ceiling Price 
Regulations 63 (lube oils) and 66 (as- 
phalt) were apparently nearing the 
release stage. If they are approved, 
as is expected, they would grant 
marketers price increases to restore 
pre-Korean earnings, taking into con- 
sideration cost boosts between June 
1, 1950 and March 15, 1951. 


‘Gag’ Rule Withdrawn—There was 
one other development of direct in- 
terest to newsmen and industry: The 
“gag” rule by E. E. Fogle, director 
of the OPS Rubber, Chemicals, Drugs 
and Fuels Division apparently was 
being shelved after an extremely 
short life. Mr. Fogle had created 
quite a little tempest when it was 
discovered he had circulated a memo 
in his division instructing his sub- 
ordinates to quit giving information 
to the press and to industry. The 
only source of information would be 
his office. 

When the outcries arose, and with 
pressure being applied on him from 
within his own organization, Mr. 
Fogle circulated another memo and 
explained to the press that it wasn’t 
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his intent to keep the press and in- 
dustry from getting legitimate in- 
formation. In the end, it wound up 
about where it had started before 
Mr. Fogle’s first edict. That is, of- 
ficials in his division may discuss 
matters with reporters or industry 
representatives as long as they stick 
to factual matter and don’t reveal 
pending action if such a revelation 
would hurt the OPS operation. 


California Dealers to Seek 
Ban on Station Give-aways 


NPN News Bureau 
LOS ANGELES—California Gaso- 
line Retailers Assn. has served no- 
tice that it will wage legal warfare 
against service station give-aways, 
widespread among California inde- 
pendent multi-pumps, charging they 
violate the state’s “unfair practices” 
act. 


The association also mapped a leg- 
islative program for 1953 at its third 
annual convention at Long Beach, 
which ended Oct, 5. Most important, 
said the association, will be a drive 
to obtain a tax refund bill which will 
compensate dealers for evaporation 
losses. A bill not acted on by the 
1951 legislature, and which is still 
pending, calls for a 2% refund on 
4.5% taxes collected for the state. 
The association estimates this means 
$9 per 10,000 gals. 

Two other legislative 
sought are: 

1. Requirement that octane ratings 
be posted at all stations. 

2. Requirement that all off-highway 
gasoline (sold for farm use) be dis- 
colored so it can’t be re-sold for pas- 
senger car use. 

The association charges that this 
has become a widespread abuse. 

Displeasure over a State Appellate 
Court ruling that the gasoline price 
sign amendment is unconstitutional 
was voiced. However, the association 
did not outline any legislative action. 


objectives 


Defense Orders for the Oil Industry 


(Issued Sept. 30-Oct. 6, inclusive) 

This description of oil defense orders pro- 
vides a weekly summary of government regu- 
lations that may affect NPN readers. We will 
appreciate our readers letting us know when 
they think that we have omitted a regulation 

Complete copies of the offitial text of there 
orders can be obtained from Platt’s OIL-Law- 
GRAM Reports, 1213 West Third St., Cleveland 
13, Ohio, a publication which reproduces and 
mails out the orders on oil upon issuance 
Minimum charge for single copies, $1.00, 
postage paid One year's service, $100. Less 
than one year’s service pro rata plus $5.00 
for hardling 

CODE: NPN—National Production Author 
ity; ESA Economic Stabilization Agency; 
PAD—Petroleum Administration for Defense; 
ODM—Office of Defense Mobilization; DPA 
Defense Production Administration; DTA 
Defense Transport Administration; WSB 
Wage Stabilization Board; OPS Office of 
Price Stabilization. 


List of Orders 


NPA—National Production Authority 

M-25, as amended—Cans. 

M-46, as amended-——Petroleum Priorities As 
sistance for U. S. and Canada. 

M-46B, as amended—Petroleum Construction 
Limitations in U. 8. 

M-46, Dirs. 2 and 3—Revocation—Small pro 
ducers, and Filing data on PAD 26LP. 

Rev. CMP Reg. 6, as amended—Construc- 
tion. 

Rev. CMP Reg. 6, Dir. S8—Revision of re- 
strictions on acquiring and using materials 
effective 5/1/53. 

Rev. CMP Reg. 6, Dir. 2, as amended 
Reconstruction, repair of disaster damage 

Rev. CMP Reg. 6, Dir. 5—as amended —Use 
of Ratings in acquiring metal working ma- 
chines. 

PAD—Petroleum Administration for Defense 

PAD Order No. 1—Revocation—Tetraethy! 
Lead Fluid 

PAD Order No. 1, Dir. 1 
Tetraethyl Lead Fluid 
OPS—Office of Price Stabilization 

GCPR, SR _ 122—Outbound§ Transportation 
Adjustments. 

CPR 22, SR 35—Outbound Transportation 
Adjustments. 

CPR 30, SR 9%—Outbound Transportation 
Adjustments 

CPR 30, SR 8—DPA as applied to manufac 
turers of machinery. 

SSB--Salary Stabilization Board 

Int. 16—Employees of related corporation as 
employees of a single corporation 
WsSB—Wage Stabilization Board 

Form 504—Cross Reference Sheet for wage 
adjustment petitions 


Revocation 


What Orders Do 
National Production Authority 


CANS—M-25 as amerd-d—Order is brought 
up to date by excluding fibre-body cans from 
definition of a can, and by adding terneplate 
to list of exempted materials, and by revision 
of Schedule I. 

PETROLEUM PRIORITIES M-46 as 
amended, and M-46B as amended—Increases 
the number of small construction operations 
which may be undertaken by petroleum and 
gas operators without prior approval of PAD 

CONSTRUCTION—Rev. CMP Reg. 6, as 
amended—Relaxes construction regulations by 
increasing amounts of controlled materials 
that may be self-authorized for commercial 
and other types of construction. 

DISASTER DAMAGE—Dir. 2 as amended 
to CMP Reg. 6—-Increases quantities of copper 
and aluminum to be self-authorized for re- 
construction of disaster damage to conform 
with quantities permitted in CMP Reg. 6 

METAL WORKING MACHINERY —Dir. 5 as 
amended to CMP Reg. 6—Provides that per- 
eons filing applications with the Industrial 
Expansion Division who desire priority as- 
sistance in obtaining metal working machinery 
should file form NPAF-138 Revised 

REVISION OF RESTRICTIONS-Dir. & to 
CMP Reg. 6—Provides for future relaxations in 
the basic construction order. 


Office of Price Stabilization 


OUTBOUND TRANSPORTATION COSTS 
SR 122 to GCPR, SR 35 to CPR 22, and SRK 
9 to CPR 30—Authorize manufacturers sub 
ject to GCPR, CPR 22, or CPR 30, to adjust 
their delivered ceiling prices to reflect increases 
in their outbound transportation covts resulting 
from authorized increases in rates 

MANUFACTURERS OF MACHINERY-—SR 
8 to CPR 30—Extends provisions of Section 
402(d)(4) of DPA of 1950 to manufacturers 
of machinery etc. and suppliers of services 
covered by CPR 30 who determine prices by 
price determining method or pricing formula 


Salary Stabilization Board 


EMPLOYEES OF RELATED CORPORA- 
TIONS—Int. 16—Provides that employees of 
two or more related corporations may be 
treated as employees of the same employer for 
purpozes of making a particular type of ad- 
justment in compensation, 


Wage Stabilization Board 
CROSS REFERENCE SHEET—WSB Form 
504—Reference sheet designed to aid employers 


and unions in filing wage adjustment petitions 
with WSB 
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PAD Forecasts Rapid Growth for Gas 


NPN News Bureau 
WASHINGTON—Heating oil and 
coal can expect still hotter competi- 
tion from natural gas in the next 
few years, judging by a recent sur- 
vey by Petroleum Administration for 
Defense. 


Demand for natural gas for resi- 
dential space heating will jump 57.4% 
from 1951 through 1955, PAD pre- 
dicted. PAD’s forecast, based on a 
gas industry survey, assumed that 
heating oil and coal prices will in- 
crease “gradually and moderately,” 
and that gas prices “will change in 
accord with local situations as dic- 
tated by th: source of supply.” 


Gas Growth — PAD also reached 
these conclusions: 


1. Other residential demands are 
expected to increase by 33.4% by 
1955; commercial and others by 
40.3%; and industrial by 41.8%. 


2. Natural gas will supply an in- 
creasingly large percentage of de- 
mand, and is expected by 1955 to 
represent 96% of total gas sales: 


Natural Gas Sales by Classes 


(billions of cu. 


1951 
894 
539 


ft.) 
1952 
Residential—Space heating j 
wom a... MEE ETO 


Total residential 
Commercial and Other ......... 
Industrial—-Firm sales ......... 
—Interruptible 


Total industrial 


Total all sales to 
ultimate consumers 
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natural gas, 66,900 million therms; 
mixed gas, 2,200 million therms; man- 
ufactured gas, 700 million therms. 


3. In spite’ of a rapid increase in 
demand for natural gas for residen- 
tial space-heating, industrial sales 
will continue to account for the ma- 
jor part of total sales, 57.9% by 1955. 


In addition to prices, these other 
basic assumptions were used by utili- 
ties in making individual forecasts 
which PAD correlated: 


Weather conditions will be normal. 


Industrial production will steadily 
increase through 1953, after which 
the rate of increase will taper off. No 
additional government controls will 
be imposed on operations of business 
concerns. 

There will be no genera] full-scale 
war. 


Steel requirements will be met. 


Natural gas will be available from 
producers for pipe lines, giving con- 
sideration to time normally required 
for planning, obtaining Federal Pow- 


1953 
1,135 
642 Year 

1946 

1948 

FEST 
eee 
apices cvs 
TET 
BED sccctacse 


1,777 

513 
2,277 
1,177 


3,454 


5,744 


er Commission and other govern- 
mental approval, financing and con- 
struction. 


Weather Warmer Than 
Normal in Midwest, West 


NPN News Bureau 
CLEVELAND — Weather in the 


Midwest and We:t Coast-Rocky Mt. 
areas was warmer than either last 
year or normal for the heating sea- 
son to date, Sept. 1-Oct. 4. The East 
Coast area was colder than last year 
but warmer than normal. The South- 
east area was about normal, but 
colder than last year. 


Degree Day Summary 


Season Sept. 1-Oct. 4 


East Coast 1952 
MN, dadiaccvese OO 
Pe BO ovcccsre @& 
Philadelphia ... 35 
Washingtont .. 42 
Average . 53 
Midwest 
Chicagot : 125 
Cleveland .. ane 96 
Detroitt <P . 137% 
Minneapolist . 211 
Omahat ...... 97 
St. Louis .. . 2 
Average 115 
Southeast 
Birmingham, Ala.t. 9 
Charleston, S. C. 1 
Nashville, Tenn.+.. 32 
Raleigh, N. C..... 21 
Average .. <<. we 
West Coast—Rocky Mt. 
San Francisco .. 147 
Ores 92 
Denvery ..... oo 
AVGEOAGO 2.6.42... TO 


127 
220 
134 
159 160 
Degree days are on 65 deg. F. basis. 
t Readings at airport office. Readings in 
other cities taken at downtown (city) offices. 
t Includes weather bureau correction, 


9 Groups Ask to Join OHI 


NEW YORK—Two new groups of 
fuel oil distributors have formally ap- 
plied for membership in the Distri- 
bution Division of Oil-Heat Institute 
of America, according to F. S. Bur- 
roughs, national secretary. They are 
South Jersey Fuel Merchants Asen., 
serving Burlington, Gloucéster, and 
Camden counties, N. J., and Oil-Heat 
Institute of Greater Detroit, Mich. 


Upon approval by OHI’s Distribu- 
tion Division directors at its next 
meeting Oct. 9, the two new groups 
will bring the total chapter member- 
ship to 31. 


Number of Residential Gas Customers 


Residential Space 
Heating Only 


5,076,000 
6,726,000 
9,642,000 
11,850,400 
12,958,000 
14,127,000 
15,240,900 


Total (*) 


19,496.000 
20,914,000 
22,579,300 
24,343,400 
25,150,300 
25,940,400 
26,658,500 


(*) Includes mixed and manufactured gas customers. 
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SERVICE STATIONS IN PERU are not all 





one-pumpers in 


the middle of the street like the outlet shown at right. Seeing 
this photo in NPN April 16 this year, Jaime Bertie, of Inter- 
national Petroleum Co., Ltd. (Jersey Standard affiliate) mailed 
from Lima, Peru, the above picture of a more modern station 


in his city. 


Mr. Bertie notes that street pumps in Peru “are 


rapidly being displaced by modern service stations built in 
all the important cities and highways” 





Dealers Need Extra Ic 
To Meet Costs—Devere 


NPN News Bureau 

LOS ANGELES—-An increase of at 
least 1c per gal. in the retail gasoline 
margin will be required to compen- 
sate the average dealer for rising 
labor costs, NPN has been told by 
Bert E. Devere, president of Path- 
finder Petroleum Co, and Community 
Stations, Inc. 

On the basis of a study completed 
Oct. 1, Mr. Devere reported the fol- 
lowing increases in labor costs at 
his chain of multi-pump stations in 
Greater Los Angeles. 

Labor costs for the first six months 
of 1952 were 0.198c per gal. higher 
than during the first six months of 
1951. 

Labor costs in July were 0.38c 
higher, reflecting a steady rise. 

Shifting to a 40-hour week would 
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mean a 20% increase, said Mr. De- 
vere. For example, he said, using 
July costs as a base, a 20% increase 
will lift labor costs up 0.817c per 
gal. 

Noting that this applied only to 
high-gallonage stations, Mr. Devere 
commented, “The effect will be even 
harder on a low-gallonage station— 
probably over ic per gal. at stations 
pumping between 8,000 and 20,000 
gals. per month.” 

Mr. Devere said’ his calculations 
were based on average figures for 
the first six months of each year. 
Total payroll costs, including wages 
and salaries, commissions, payroll 
taxes and compensation, were divided 
by gallonage. 

He said his figures do not include 
the cost of public liability and per- 
sonal property insurance, or of pur- 
chase and laundering of employes’ 
uniforms, which, he commented, rep- 
resent part of the labor outlay. 


DJ Still Reserves Opinion 
On Richfield’s “L. O.” Pacts 


LOS ANGELES — Richfield Oil 
Corp.’s new “Form 500” agreements 
for “leased-out” station operators be- 
came effective Oct. 1. The company 
reported that all operators have 
signed. 

Antitrust Division, Department of 


Justice, which has reserved comment 
on the new form, still withheld its 
reaction. That division prosecuted the 
action which resulted in a U. S. Dis- 
trict Court judgment ruling former 
Richfield “L-O” agreements illegal on 
the ground they provided for “ex- 
clusive dealing.” 

William C. Dixon, head of the divi- 
sion’s Pacific Coast office, said he 
needed additional information before 
his office could give an opinion on 
the new set-up. 

Richfield’s agreements with its In- 
dependent dealers—as distinguished 
from “L-O” operators—appear to be 
receiving attention. No changes have 
been made in the forms of those con- 
tracts (designated as “3-C”’ and “337,” 
depending on the type). Richfield said 
they continue in force, subject to 
terms and conditions of the U. S. 
District Court. Final judgment, ban- 
ning “exclusive dealing,” cicdn’t men- 
tion any specific changes in the “3-C” 
and “337” contracts, as it did in the 
case of the “L-O” agreements. 

The government is interested in 
wholesale price rates that will apply 
to Independent dealers. Under Rich- 
field’s new agreement with “L-O” 
operators, their rent has been raised 
fom ic to 2.25c per pal, of gasoline 
sales, but the increase has been offset 
by a corresponding reduction in their 
wholesa'e costs. 
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Then and Now—an Oil Progress Week Story 





FORTY YEARS in the oil business provide a real life exhibit for Oil Progress Week. R. P. Brown, a consignee from Sterling 
City, Tex., illustrates at Jeft how he dispensed gasoline from his first gasoline “pump,” located in front of his original service sta- 
tion (both 1912 vintage). At right Mr. Brown is shown at his modern service station 


Women to Hear How Oil Serves Them 


The Oil Industry Information Com- 
mittee is making its biggest effort 
to date to tell the story of oil to 
women. And not just the story of 
oil’s importance in the making of cos- 
metics o1 textiles, but the stake 
women have in oil. 


The program to reach the largest 
possible audience of women will be a 
continuing effort of the OITC Women’s 
Activities Subcommittee chairmanned 
by William M. Finnegan of Humble 
Oil & Refining Co. 


The committee’s aim is to reach 
women through women. It wants to 
have an oil woman serving as local 
committee vice chairman in every 
district and state, and in each city 
large enough to warrant it. 


The 47 Desk and Derrick Clubs, 
and Women of the Oil Industry, an 
Atlanta organization, are being asked 
to help, particularly during Oil Prog- 
ress Week. Oil women, the commit- 
tee hopes, not only will serve as hos- 
tesses and guides at open houses, but 
also will promote the use of films 
and literature about oil. 


As a part of this plan the booklet 
entitled “Petroleum in Your Life,” 
and a guide for preparing a club. pro- 
gram about oil, have been provided 


32 


by OIIC and are being distributed 
through field offices. Two pattern 
radio interviews and a speech also 
have been prepared. 

The committee is encouraging the 
use of these materials by oil com- 
panies for their women employes and 
women stockholders, pointing out 
that in some companies women con- 
stitute a majority of the sharehold- 
ers. 

A number of Oil Progress Week 
projects which oil women could spon- 
sor have been suggested. One could 
be a meeting of all women in a com- 
munity who own shares of stock in 
the oil industry—any phase and any 
company. Another might be a com- 
munity luncheon for all local women's 
service clubs, with an oil speaker. 

Still another suggestion is sponsver- 
ing an “Oil Woman for a Day” ob- 
servance. Selected for the “title role” 
could be someone who has made an 
outstanding contribution to the in- 
dustry. Or a high school girl could 
be chosen for the title, to learn what 
women in the industry do by accom- 
panying an oil woman on her job for 
a day. 


ad * * 


Two panels of West Coast industry 


executives have been selected to tour 
the Pacific Northwest and Arizona 
during Oil Progress Week. They will 
appear before community groups. 


Touring the Pacific Northwest will 
be Vern A. Bellman, General Petro- 
leum marketing vice president; A. L. 
Lyman, California Research Corp. 
vice president and director of labora- 
tories, and Dr. R. C. Barton, superin- 
tendent of Shell's Martinez refinery. 
W. T. Clack, general manager of the 
H. Earl Clack Co., Spokane, will be 
moderator. 

On the Arizona panel will be 
Marion E. Dice, General Petroleum 
economist; C. G. Petersen, Shell Oil 
Co.; A. H. Harris, Richfield Oil Corp. 
and J. E. Maledy, Standard Oil of 
California. 

Speaking engagements have been 
accepted by a number of industry 
leaders: .T. S. Petersen, president of 
Standard, will address the Sacramen- 
to Chamber of Commerce; P. E. 
Lakin, executive vice president of 
Shell, will speak before a group of 
businessmen in Portland; Howard 
Vesper, president of Calif. Research 
Corp. will speak before the San Diego 
Chamber of Commerce; T. C. Mo- 
roney, secretary of Honolulu Oil 
Corp., will speak before the Fresno 
Rotary Club, and Basil Kantzer, man- 
ager of Union Oil’s natural gas and 
gasoline department, will address the 
Los Angeles Soroptimists. 


NATIONAL PETROLEUM NEWS 








EDITORIALLY SPEAKING 





Gallonage Reports Are Oil's Neglected Weapon 


There are two great mysteries in the oil industry that 
it might well pay the American Petroleum Institute to 
name a special committee to try and fathom. Such ac- 
tion should not take much time or cost much money, for 
the solution could be had from the members of the com- 
mittee and their own present knowledge. Nor would 
the answer involve the companies or the whole industry 
in any embarrassment, though some faces might be red, 
as their owners wondered why they had not thought of 
the obvious before, or heeded many printed suggestions. 

The mysteries are: 


1.—Why have not the major oil companies used 
the gasoline gallonage tax reports issued monthly 
by a score or more cf states showing gallonage by 
companies, to disprove the popular charge of the 
political reformers that the oil industry is a “monop- 
oly,” that individual companies are “monop-:lies” and 
that the competition is not both numerous and vigor- 
ous and steadily growing in size? 

2.—Why have not the Independents, who are the 
competition to these “mcnopolies”, used these same 
figures to prove to their customers how strong they 
are, how thoroughly they cover the country, how they 
are growing in number and strength and how the 
public should be proud of them and increase its pat- 
ronage at their stations? = 


The industry is well aware of this information, for all 
companies in marketing watch these tax reports month to 
month to see where they stand in the fight for gallon- 
age, and for the convenience of the industry, the state 
jobber associations assemble this data and sell it to 
their members and the majors. Let’s just take a look at 
one of the monthly reports this year of the Illinois Gaso- 
line Tax Evasion Committee—that for March, which hap- 
pens to be conveniently at hand, though it is not the lat- 
est, by any means, 

That report covers only 45 of the larger companies in 
Illinois out of a few hundred reporting. Many others 
buy their gasoline with the tax paid by the supplier. 
Three of these companies are air lines, 12 are major 
oil companies and 30 are Independents, that paid taxes 
on 500,000 gals. or more for the month. 

The seven majors who head the list did 49.9% of the 
month’s gallonage as compared with 50.1% the month be- 
fore. The great Standard of Indiana, that in usual politi- 
cal language is “the monopoly” of the territory, did 
only 17.3% of the total gallonage. 

All this is good evidence that if the Standard is a 
“monopoly” the definition of one has been greatly 
changed, or the gasoline tax report is all wrong, or some- 
one’s arithmetic is sadly out of order. There was a day, 
40 years ago, when the government convicted the old 
Standard Oil Trust—its then legal name—for having 
some 85% of the gallonage. Political aspirants still give 
the Standard of Indiana the name, but the company is 
way short of the necessary percentage of the gallonage to 
warrant the honor of being a “monopoly.” 

There are all sorts of interesting facts even in this one 
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table. The big Gulf Oil Corp. for instance, has not half 
the gallonage that one of the state’s oldest jobbers with 
whom the Gulf several years ago made a supply arrange- 
ment, the Smith Oil & Refg. Co. of Rockford, has. This 
jobbing company started from scratch and fought its 
way up, despite the hard competition of the Gulf, Stand- 
ard and other major companies. There are other com- 
panies that the Department of Justice rates as majors 
and others that careless talk lumps into the “oil monop- 
oly” that are way down on the list of tax payers. 

This is the same story that one finds in all states 
where gasoline taxes are paid. In those states where 
gallonage by companies is not now disclosed, it might be 
possible for the industry to have that required by future 
legislatures, in the interest of truth as to the competi- 
tion in the industry. 

The major companies might each tell this story by 
the states in which they operate, or for their whole mar- 
keting territories. They could break the story down into 
areas, or counties, townships or towns and cities. 

Take Sinclair Lewis’ famous “Main Street”, the town 
of which he wrote such an entrancing story a score of 
years ago. It is Sauck Center, Minn. This particularly 
well-advertised “Main Street” has 20-some oil companies 
in it, with the handful of majors doing a very poor mar- 
keting job, as is so generally the case when one gets off 
into the smaller towns and country districts in this study 
of gallonage. 

Perhaps the majors’ sales departments take this fact 
as a criticism of their marketing ability and don’t want 
to talk about it? However, one would think that their 
top executives and their legal and public relations de- 
partments would seize on it as a fact to be much ad- 
vertised, not only in that area, but all over the country, 
as proving not only that there is competition, but that 
it has been so aggressive over the years that it has 
steadily decreased the “monopoly’s” percent of business 


The Independents, on the other hand, could individ- 
ually and collectively talk of their good gallonage 
position. Their state jobber asscciations could pre- 
pare the over-all figures for telling the car owners 
how strong this competition is on a state-wide basis, 
something to be proud of. The Independents could 
get together by town, or county, all or only a part 
of them, and exploit these figures in their local papers 
to show what strong factors they are in their home 
areas. 


To make such advertising effective, however, it would 
be necessary for the Independents better to identify them- 
selves by displaying their own company names at their 
bulk plants and at all their stations and dealers in signs 
at least as easily seen as the signs advertising the brand 
of gasoline they are distributing, especially if, as is so 
often the case, the brand is a national one belonging to 
one of the majors. 

If these state gasoline figures alone were properly 
used by the industry we soon would hear much less 
about the “oil monopolies.” 
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Needed: Frank Talks by Jobbers and Suppliers 


A plea for marketers to bring their complaints to their 
suppliers at as early a date as possible, was one of the 
important points made by R. M. Chan, first vice-president 
in charge of marketing, Magnolia Petroleum Co. of Dallas, 
at the recent meeting of the Petroleum Marketers Assn. 
of Texas, at Mineral Wells. 


Mr. Chan took cognizance of the unrest in the political 
and business world today. He said that crises developed 
very rapidly these days, and that only frank discussions 
can help to overcome them. 


Mr. Chan said: “The jobber’s approach to his supplier 
should be fair. While the supplier should look at his com- 
plaints with an unbiased eye, the jobber as well should 
recognize the company’s position. He should sound off 
less and try and work out his problems direct with his 
company. It is a poor rule that does not work both ways, 
and both supplier and jobber should try for a tolerant 
and friendly approach which will lead to a better under- 
standing of each other’s position.” 


He particularly urged his listeners to develop more 
their strong point of making hometown contacts and 
hometown friendships for themselves and the company 
and the industry. The local marketing oil man should, 
he said, take an active part in all community activities. 


There is considerable unrest in Texas between the job- 
bers, consignees and commission men, and their suppliers, 
just as there is over the rest of the country. The sup- 
pliers have been making some changes in their opera- 
tions which probably have not been well explained to the 
marketers. Just as there has been over the rest of the 
country, there is an increase in the delivery of larger 
quantities direct from a marine or pipe line terminal to 
larger stations, where larger tanks are being steadily in- 
stalled. 


Then because of the big increase in volume of business 
in Texas in recent years, the suppliers have found it nec- 
essary to expand their over-all marketing organization 





An honest tale speeds best being plainly told— 
Shakespeare. 

Editorials are written to stimulate discussion, 
because it is only through discussion that a na- 
tion, an industry or a company can arrive at 
sound decisions. NATIONAL PETROLEUM NEWS al- 
ways welcomes comments on its editorials. 

Please write Warren C. Platt, Editor, 1213 
West 3rd St., Cleveland 13, Ohio. 











that has contact with consignees and commission men and 
jobbers, with the unfortunate result that these latter out 
on the firing line do not feel that they have the same close 
contact with headquarters at Houston that they had in 
past years. Men whose fathers were original distributors 
for the larger oil company and whose fathers were ac- 
customed to calling the head man at Houston by his first 
name, now feel an unnecessary distance between them- 
selves and the company that their families have repre- 
sented for 25 or 30 or even more years. 


Mr. Chan thought that the various defenses that the 
marketers of Texas have put up for the oil industry 
against higher taxes, unfair tax refund laws, unfair labor 
standards and the difficulties that are being encountered 
by reason of the new roads, are all working to a better 
understanding of the men in the industry by each other. 


However, the difficulty that every company has as it 
grows, and that every industry has, is to span the dis- 
tance between the man on the firing line and the man in 
the home office. The buildings that house the home office 
get higher and higher, and the demands on the men there 
get greater, so that they are getting further and further 
away from their own people, unless they are successful in 
reorganizing their staffs, which they are all straining 
to do. 





Major Companies Blamed 


Jobber Switch— Mr. Horning re- 


wagon” prices for petroleum products, 


For Cut-Price Trend 


NPN News Bureau 
MINNEAPOLIS — If something 


doesn’t happen soon to halt the pres- 
ent trend toward cut-price operation, 
the entire oil industry will have no 
choice but to follow suit, H. F. 
Horning, secretary of Northwest Pe- 
troleum Assn., warns in the current 
association bulletin. 


“Then the present unbranded man 
will find himself selling at the same 
level as all industry—with no price 
advantage, and no buying advan- 
tage,” Mr. Horning asserts. But he 
stresses that he finds no fault with 
cut price operations as such. He 
blames the major oil companies for 
allowing an “unbalanced condition to 
come about,” adding: 

“They have sat idly by while dis- 
proportionate conditions were 
rammed down the _ (marketers’) 
throats. They have allowed dispro- 
portionate conditions when they have 
had the power to prevent them, legal- 
ly and morally.” 
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ports that jobbers are seeking ad- 
vice daily on the question of getting 
out of branded and into unbranded 
jobberships, explaining they plan to 
do so to “meet competition.” 


Mr. Horning then reports: “It 
isn’t only a recognition that this 
condition exists and is growing, it is 
also being recognized and met by 
suppliers themselves. There are ma- 
jor cuppliers selling both branded 
and urbranded products—to meet 
competition. They even compete with 
themselves. And now, we regret to 
say, still another large supplier will 
make that move very soon. Others 
are considering it. And where she 
stops, nobody knows.” 


Dixie Distributors Ask 
Percentage Jobber Margin 


NPN News Bureau 

ST. LOUIS—AIll suppliers are urged 
to give “serious and immediate study 
to the inauguration of a marginal pro- 
gram for jobbers’ contracts based on 
a percentage deviation from tank 


in a resolution adopted at the annual 
meeting of National Dixie Distribu- 
tors, Inc. 


“In order to accomplish this,” the 
resolution says, “it would, of course, 
be necessary that a base period be 
established, predicated on what is uni- 
versally accepted as... (the most) re- 
cent normal year prior to World War 
II. 

“Further, it is urged that all present 
and future percentage mark-ups be 
based upon substantially the same per- 
centage which was experienced during 
that normal year. If this is accom- 
plished, the sole remaining link of 
petroleum progress within the indus- 
try will have been forged.” 


A. W. McConnell, Springfield, Mo., 
was elected president for the com- 
ing year. 

Other officers are: Don R. Wil- 
liams, Streator, Ill., first vice presi- 
dent; William Decker, Detroit, second 
vice president; A. F. Geyer, Water- 
ville, Kans., secretary-treasurer; and 
John E. Swisher, Ann Arbor, Mich., 
executive secretary. 
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MIDWEST 


Missouri Jobber Says Majors Start 
Farm Price Discounts in His Area 


By Leonard Castle, Midwest Editor 


The farm dis- 

count issue con- 

tinues to boil throughout the Mid- 

west, being one of the hottest topics 

of discussion among jobbers. A letter 

from a jobber in southeastern Mis- 

souri disputes recent statements in 

this column that jobbers are primarily 

to blame for the price cutting on 
rural accounts. 

“In. your article published in the 
August 27 issue (NPN, p. 23). . .you 
are very emphatic in the idea that 
the Independent jobbers in the Mid- 
west are the originators of ‘price 
cutting’ and thereby decreasing their 
small profits,” he writes. 

The letter continues: 


“May I suggest to you that the 
Midwest covers a great area in which 
are located many major oil company 
operations and many jobbers, both 
branded and unbranded. Many, many 
localities are covered by the term, 
‘Midwest.’ Undoubtedly, there are 
many jobbers ... who are continually 
cutting prices in an effort to in- 
crease their volume and most likely 
decrease their profits. 

“However, in our locality, as is 
probably true in at least half of the 
other ones in your ‘Midwest,’ the job- 
bers are not the ones to origina‘e 
price cutting. Actually, in our partic- 
ular town we are one of three job- 
bers reprecented. The other jobber 
representatives are commission agents 
of jobbers located some miles away. 
Major oil companies have three bulk 
plants and agents here. Agents of 
two other majors are active in this 
town, even though their bulk plants 
are about 20 miles distant. 


“In gasoline deliveries to farm ac- 
counts, agents of the majors are 
now and have in the past been the 
ones to start discounting according 
to amounts used by the farmer. 

“One major even went so far as 
to group neighbors together into one 
account in order to discount to more 
than one purchaser. Two of the ma- 
jors here have been fairly clean-cut 
in their operations, but others have 
tried just about everything in the 
book to get additional business for 
themselves. 


“True, in some cases, the jobbers 
have followed the practices of the 
majors in discounting, but only, and 
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I repeat the word only, after the 
majors have put the prescure on many 
of the jobber accounts. 

“While your article does not pin- 
point the locality, it does seem un- 
fair to the jobbers in certain areas 
of the Midwest when you are so 
broad in your writing. You should let 
the shoe fit on the right foot regard- 
less of whose foot it is, and not criti- 
cize the entire jobber contingent in 
the Midwest.” 


* . * 


At the same time that this job- 
ber’s comments were recorded, Mel- 
vin Hall of Noel, president of the 
Missouri Petroleum Assn., prepared 
an article for Missouri jobbers point- 
ing out that the breakdown in the 
consumer tank wagon price is spread- 
ing rapidly since last spring’s refin- 
ery strike. 

“I am quite sure,” Mr. Hall says, 
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“that if any and all of the jobbers 
in Missouri and the Midwest would 
cit down and figure out, at least 
roughly, what it costs them to de- 
liver 100 or 150 gals. of gasoline in 
the rural areas, they would immedi- 
ately become frightened and discon- 
tinue this policy of discounts, be- 
cause they would see it is vitally 
important that they have the full 
amount of profit in order to be able 
to continue these practices of deliver- 
ing small amounts of petroleum prod- 
ucts to the farmers.” 


“Certainly we should be better busi- 
nessmen than to try to continue this 
practice, and then on the other hand, 
continue to talk to the major oil 
companies that we need more mar- 
gins. Basically, one of these two 
points is wrong. To my way of think- 
ing, and from the way delivery costs 
are continually mounting, it seems to 
me that the demoralization of the 
consumer tank wagon price is one 
of the most foolish bits of business 
that we could entertain. 


“With the continued rising costs 
insofar as equipment, labor and taxes 
are concerned, I don’t believe that 
any sound businessman could hope 
to be successful if he continues these 
practices,” Mr. Hall declares. 


Case of Heating Oil in East Shows 
How Competition Keeps Prices Down 


By Raymond E. Bjorkback, Eastern Editor 


Detractors of 

the oil industry— 

social planners among them—should 
know that: 

1. In at least one section of the 
East, heating oil dealers and distribu- 
tors who could use the money are 
refraining in droves from going after 
higher price ceilings. 

2. Plain old competition—that of 
natural gas on top of intra-industry 
competition—appears to be respon- 
sible for this unwillingness to take 
advantage of that artificial economic 
factor known as OPS’s earnings 
standard formula for area adjust- 
ments of tank wagon ceiling prices. 

The central fact is that OPS’s New 
York regional office has received only 
about 65 requests for ceiling adjust- 
ments—all but a couple of them from 
New Jersey north of Camden. (The 
OPS region is comprised of that part 
of New Jersey, and New York state.) 


Thus, about 90% of the New Jersey 
district’s heating oil dealers and 
distributors, and an even higher per- 
centage in New York state are show- 
ing no interest whatever in the earn- 
ings standard formula. 

What’s more, while it’s still too 
early to tell just how those making 
the requests will follow through on 
them, only a handful of those 60-odd 
distributors and dealers have returned 
completed forms (No. 151) to OPS 
for justifying their requests. 

At the present rate, it is highly 
doubtful that any ceiling adjustment 
will be made in the New York region, 
since those qualifying must total 40% 
of their number in whatever is deter- 
mined to be a marketing area, and 
must represent 60% of the product 
volume sold in that area. 

Trade sources say the reluctant 
businessmen simply feel that the price 
at which they’re having to sell heat- 
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A newcomer to the transportation field, Frontier Refining 
Company recently purchased a Fruehauf fleet of fourteen 
Tank-Trailers—ranging in capacity from 5500 to 7500 gal- 
lions — to deliver its products to customers in six western states. 
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Fruehauf Tank- Trailers 


Boast Pofits, Cut Costs! a 
a ois Stamina 


High-tensile steel 
throughout. 


Q@) Safety-tread walkway 
with drain pipe. 


@ Wheel wells for excep- 
tionally low mounting 
of tank. 


@ Deep sumps for com- 
plete drainage. 


6 Fast-flowing, common 
header type manifold. 






Strong reinforcement on all load- Deep-dished bulkheads 
© carrying bulkheads and baffleheads. Emergency valves. and baffleheads. 


Y) Safety manholes with pressure re- 9) Gradually ae @) Oven-baked finish. 
transition sheet. 


lief valves. 
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PRINTING INK CASINGHEAD SULPHURIC ACID MILK 











WORLD’S WIDEST CHOICE 
OF TRAILER IS YOUR 
SUREST WAY TO SAVINGS! 
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“Lower Maintenance Costs 
and Better Service Facilities 
Sold Us On Fruehaufs!” 


“Naturally, before we bought any trans- 
portation equipment, we investigated 
many makes. We wanted to make sure  ™. H. (BUD) ROBINEAU, 
pine h ° President 

that the equipment we selected would Frontier Refining Co 
do the best possible job for us and for a, Se 


our customers. 








“Our investigations convinced us that Fruehauf Tank- 
Trailers lead the field on every count. We found their 
performance records outstanding for low maintenance 
costs, safety, and all-around engineering soundness. 


“And when we considered Fruehauf’s nation-wide serv- 
ice facilities, our decision made itself. We decided to use 
Fruehaufs 100%.” 


mt Miles Ahead! 


GREATER SAFETY, LONGER TIRE LIFE WITH 
FRUEHAUF’S EXCLUSIVE GRAVITY TANDEM 


Users across the country report that Frue- 
hauf’s Gravity Tandem Suspension system 























“<...., actually doubles and triples vire life! With 
Axes GT, wheels steer and align themselves, tend 
On curved” to follow curves without scuffing. And 
w=. GT’s independent wheel suspension rules 
fo out brake hop and chatter. 
VE 
IMMEDIATE, ECONOMICAL SERVICE 
WHEREVER YOUR FRUEHAUF GOES! 
World’s Largest Builders of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
Detroit 32, Michigan 
“ENGINEERED TRANSPORTATION” 
TRUCK-TANK SPECIAL 8000 GAL. TANDEM FUEL OIL PROPANE AND BUTANE BUNKER-C 
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ing oil already is about as high as 
it can go today without tipping the 
scales in favor of natural gas. 
Also those businessmen have an 
eye on their positions within the in- 
dustry. Supply is plentiful in an 
industry taking pains to guard against 
any oil-heated home going cold this 
winter. An 0.8c general price increase 
approved by OPS has brought out 
the product. (That’s another natural 
business phenomenon—price at work.) 


* *” * 


Emanating from the Empire State 
Petroleum Assn. are detailed supply- 
demand calculations for heating oil 
on the East Coast (District 1), 
November through March, which proj- 
ect a surplus of 47,218 b/d if demand 
is up just 7% over the 1951-52 period; 
a surplus of 543 b/d if demand is 
up 12%, and a deficiency of 46,132 
b/d if demand is up 17%. 

The three estimates are as follows: 

1, Assume that oil-burning equip- 
ment has increased to such an extent 
that with a winter like that of 1951- 
52 (about 10% warmer than normal), 
consumption will be up 7% or 9,868,- 
000 bbls. This figure, added to last 
season’s consumption, gives a total 
of 150,834,000 bbls. (our increase 
would represent consumption for 
more than 300,000 domestic oil burn- 
ers for the season.) 

2. Assuming that oil-burning equip- 
ment increased as in estimate No. 1, 
make an arbitrary estimate that 
colder weather will increase consump- 
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tion by 5%, giving a total increase 
over 1951-52 of 12% or 16,916,000 
bbls., or a total consumption of 157,- 
882,000 bbls. 


3. Now a more radical estimate, 
and assume a 10% consumption in- 
crease for a colder winter and the 
7% for new equipment, or 17% in 
all—an increase of 23,964,000 bbls., 
and a total of 164,930,000 bbls., (al- 
though scarcely believe demand will 
increase to that figure, as that would 
be an increase over last season of 
24,000,000 bbls. for the five months). 

Total supply for Dist. 1 will be 
made up as follows: 

Bbis. 
Est. Permissible draft on 

46,000,000 bbis Dist. 1 stocks... 

Est. Dist. 1 refinery output 


Est. imports 
Est. receipts from Dist. 3 ........ 


30,000,000 
45,300,000 

1,000,000 
81.664,000 


157,964,000 


Placing this total supply vs. three 
demand estimates have following: 
Ist 2nd 3rd 

estimate estimate estimate 

7% de 12% de- 17% de- 


mand mand 
bbls. bbls. 


Est. supply 157,964,000 157,964,000 157,964,000 
Est. demand 150,£34,000 157,882,000 164,930,000 
Surplus ... 7,130,000 82,000 
Deficiency . 
Per day ... 

In case of deficiency, 
necessary to 

1. Step up refinery output in Dis- 
trict 1 and 3, or 

2. A greater than 72.5% of District 
3 supply, or 

3. If available, draw some supply 
from District 2. 


might be 


What's Wrong with Station Business? 
Dealer Says It Needs More Profit 


By Frank Breese, Pacific Coast Editor 


The trouble 

with the service 

station business, says Clyde W. Hen- 

drickson, retiring president of the 

California Gasoline Retailers Assn., is 

poor profit and poor pay. He blamed 

that on present station economics 
which, he said, should be corrected. 

At the three-day annual meeting 
of the ascociation last weekend, Mr. 
Hendrickcon read a paper entitled 
“What's Wrong?” in which he pre- 
sented a critique of present opera- 
tions. 

As an introductory note, Mr. Hen- 
drickson said turnover in service sta- 
tion management is 40% a year 
throughout the country. “It appears, 
by the fact of this very large change 
in management, that at least three 
out of every 10 stations should not 
have been built,” said Mr. Hendrick- 
son. “At this time, good operators 


are not available for the average sta- 
tion. In order to keep these poor 
specimens open, the only requirement 
necessary for a man to go into busi- 
ness is his desire to be his own boss, 
his willingness to work 85 to 100 
hours per week, and the fact that he 
is able to borrow $450 from his 
mother-in-law to buy out the previ- 
ous failure. After three months, he 
finds that he was better off driving 
a truck and so goes out at a loss. 

“If these stations are deemed nec- 
essary in the economic life of the 
oil industry,” he continued, “then it 
is high time the suppliers who con- 
trol the properties look for ability 
rather than desire. 

“It is extremely unfortunate that 
no schooling is provided for young 
men to become station attendants. 
We have no source to turn to for the 
number of employes necessary to keep 





the stations open for the period of 
hours required. 

Then he emphasized this point, “All 
this sums up to the fact that our in- 
dustry should be made more lucra- 
tive from a standpoint of profit and 
working conditions in order to attract 
a superior type of both operators and 
employes. 

Mr. Hendrickson then went into 
service station economics, leading off 
with the comment, “This writer can 
cite and prove from his own business 
reasons as to why a margin increase 
should be given.” 


When he opened his present station 
in San. Francisco in 1941, said Mr. 
Hendrickson, gasoline retailed for 
8.3c per gal. less than it does today, 
and its cost was 7.8c less. He at- 
tributed the increase as follows: 0.5c 
in federal tax, 1.5c in state tax, 5.8c 
to the supplier and 0.5c to increased 
dealer margin. 

At that time a labor contract pro- 
vided for $42 a week on a 54-hour 
basis to a man with one or more 
years experience and did not include 
vacations, uniform or laundry allow- 
ance, paid holidays or other benefits. 
The existing contract provides for 
$67.20 for a 48-hour week, two weeks 
paid vacation, time and a half for sev- 
en holidays, free uniforms and laun- 
dry, $5.25 a month welfare insurance 
and other benefits, he said. 

That contract expires Jan. 1, 1953, 
and the union has announced certain 
provisions will be rewritten. “It defi- 
nitely will not be downward,” said 
Mr. Hendrickson. 

In 1941, a 10-year rent agreement 
called for $125 a month. In May, 
1951, rent was increased $80 per 
month to $205 to meet a competitive 
bid, said Mr. Hendrickson. 

Other increases he reported: shop 
towels up from 1c to 2c on each ex- 
change; distiJled water up from 50c 
to $1 for five gals; shop coats up 40c 
to 75c per wash, and restroom sup- 
plies up 40% to 100%, depending on 
the items. 

“It is true that service charges 
have brought an increase,” stated 
Mr. Hendrickson, “but even they have 
not kept up with the increase in costs. 
Gasoline accounted for 74% of the 
total business in 1951, and if 74% of 
the costs were charged against the 
cost of selling gasoline, we would find 
that our principal item is sold as a 
loss leader (his emphasis). 

“There is a law in California that 
makes sales below cost illegal. We, 
in the service station business, are 
the most flagrant violators. . . What 
can be done about it? It is high 
time someone listened to our prob- 
lem. This business has lost its ap- 
peal for the writer and unless some- 
thing can be done, he will join the 
ranks of ex-service station operators.” 

Mr. Hendrickson is a Mohawk Pe- 
troleum Corp. dealer in San Francisco. 
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Emphasis Still on ‘Gas’ Demand; Fuel Oils Slow 


The emphasis of demand still was on gasoline in prin- 
cipal wholesale markets of the nation during the early 
days of October. Fuel oils, of which there were large 
inventories, remained relatively neglected by spot buyers 
and contract customers. 

Signs of the seasonal changeover in requirements, from 
gasoline to fuel oils, were at hand, however. In the 
Gulf cargo market, offerings of gasoline in cargo lots for 
late 1952 and early 1953, were beginning to appear. In ad- 
dition, retail price competition to sell late-season balances 
was sharpening at a number of points in New York and 
New England (see below for details). 

Easiness in retail gasoline prices was not reflected in 
wholesale markets, according to trade reports. At the 
Gulf, cargo traders said that prompt regular-grade gaso- 
line still could not be obtained in spot quantities, and 
buyers found that offerings consisted mostly of low oc- 
tane or premium gasoline for no earlier than late Octo- 
ber-early November. 

In Chicago and Central Michigan, inventories of gaso- 
line reportedly were at fairly low levels, and, further 
south, refiners in the Midwest and the Mid-Continent 
generally reported that calls for gasoline, while tapering 
off, still were more numerous than those for burning oils. 

With more than 114 million bbls. of distillate fuel oils 
in primary tank storage (API basis), consensus of the 
trade was that cold weather was needed to spur sales. 
At the Gulf Coast alone, No. 2 fuel was sparingly offered, 
but in most other refinery districts—the East Coast, 
Chicago, and the Mid-Continent—supplies of both light 
and heavy fuel oils were plentiful. “Discounts” ranging 
up to 0.5c were offered on small lots of No. 2 fuel at 
New York Harbor, according to reports. 

Sales of No. 6 fuel oi) as low as $0.75 per bbl. were 
reported by tank car marketers for Group 3 basis ship- 
ment. Most Midwestern refiners quoted No. 6 prices 
ranging from $0.90 to $1.00, Group 3 basis. 

At the Gulf, heavy fuel continued hard to move at 
$1.50 per bbl., the low quoted price for cargo lots, and 
one small purchase of 35,000 bbls. of bunker “C” was re- 
ported, but not confirmed, at $1.45. 

On the East Coast, Esso Export Corp. reported that, 
in anticipation of a tariff reduction during October, it 
will advance its spot prices for bunker “C” fuel imported 
under bond by 5c per bbl., effective Oct. 11. 

The company’s new schedule puts spot bonded bunker 
“C” fuel prices on a par with postings of domestic oil 
generally—$2.15 at Boston, $2.10 at New York, Philadel- 
phia, and Baltimore, and $2.05 at Norfolk. The 5c in- 
crease in bonded “C” fuel prices approximately repre- 
sents the reduction in duty that presently will be made 
on heavy oils entering the country from the Caribbean. 
The current “normal duty” of 10.5c per bbl. on heavy 
fuel is to be halved by the new Venezuelan trade agree- 
ment which becomes effective Oct, 11. 

Esso Export’s marine customers engaged in interna- 
tional trade will continue to receive 5.5c per bbl. “con- 
tract allowance,” the company said. 

Reports on crude oil, natural gasoline and specialty 
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products revealed generally unchanged prices in all areas. 
Export sales of lubricating oils continued slow, refiners 
said. National Petroleum Assn, reported a boost of 22,- 
955 bbls. in inventories of Pennsylvania bright stock dur- 
ing the month of August; stocks stood at 177,804 bbls. 
on Aug. 30. 

Export wax prices on the East Coast continued to eace 
in face of flagging demand, with scale quotations off 
0.8c per lb., cemi-refined prices easier than a month ago, 
and fully refined prices “practically indeterminate” due 
to trading standstill, according to trade reports. 

Quotations for 124-126 AMP white crude rccale in 
packages ranged upward from 4.8c per lb., FAS New 
York, and 130-132 semi-refined, which a few weeks pre- 
viously was selling at 5.75c, FAS New York, was of- 
fered at 5.5 to 5.75c, according to several sources. 

Summer discounts to spur sales of liquefied petroleum 
gases during the slow months were withdrawn generally 
in the Mid-Continent on Oct. 1 (see page 49). 

In foreign markets, the British Minister of Fuel and 
Power, Goeffrey Lloyd, announced that he has agreed to 
the request of oil companies to market premium-grade 
gasoline again and for the reintroduction of brand names, 
beginning Feb. 1, 1953. Since the start of World War 
II, British motorists have been limited to one grade— 
unbranded “pool” gasoline, 70-72 oct.—the current pump 
price of which is 60c per Imperial gal. The new premium 
grades are expected to retail for 64c per Imperial gal. 


Point-by-point NPN check on retail gasoline price de- 
velopments follows. Amount of state and federal taxes 
is shown in parentheses, 


New York City (6c)—Retail gasoline price cutting, 
principally via the ‘“under-the-table” discount route, 
which has been prevalent in Metropolitan New York 
City area for nearly two years, is getting “steadily 
worse,” according to reports to NPN. 

In nearby Nassau County on Long Island, “outright” 
reductions in pump prices have been made. In four of 
the five boroughs of New York City, service station post- 
ings are unchanged. But motorists are being granted 
4c discount, “easily, for the asking,” as one source put 
it, and in some instances dealers are lopping off as much 
as 6c from posted prices. 

In meeting 5c discount competition, however, one dealer 
first boosted his service station posting ic before ad- 
vertising a 6c discount, 

“Normal” retail for metropolitan area is 21.5c for 
regular-grade gasoline, ex 6c state and federal taxes. 
In Nassau County, postings for major brands range 
down to 17.9c. Private brands range down to 16.9c with 
one new Jericho Turnpike station at 15.9c. 


Handbills offering discounts are distributed to parked 
cars, discount cards, and “voluntary reductions” figure 
in price cutting in New York City. Brooklyn and Bronx 
are boroughs where discounting is greatest, followed by 
Queens and Manhattan, with Richmond “relatively clean.” 

Discounts of 2c are described as “quite general”; 3c 
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Summary of Daily Gasoline Prices (Sept. 30 through Oct. 6) 


Monday Friday Thu ce Ww — rg Tucetss 
Motor Gasoline 93 Oct, (Premium) : wet. 6 Oct. 3 aes 13.2- Se eaans 13.2-13.25(2) 
N, Tex. (Texas & New Mex. shpt.) .. 13.2-13,25(2) 13.2-13.25(2 Lr r 2-13.25 12:5 _ 12.5 
W. Tex. (Texas & New Mex. shpt.) .. 12.5 12.5 12.5 12 
r. Tex. (Truck Tnsp.) ......--++-+05 12 


: . 12 12 - 
Cent. W. Tex. (Truek Tnsp.) . vane 5 
Motor Gasoline 90 Oct. (Premium) : 


























9 Th 4 2.7% 
N, Tex. (Texas & New Mex. shpt.) .. 12.75(2) 12.75(2) 12.75(2) its - 
W. ‘vex. (Texas & New mex. shpt.) .. 12.5-12.75 12.5-12.75_ le aie og i. 
S. Tex. «Truck Tn_p.) . aa 11.75-12.75 11.75-12.75 11.75-12.75 ' 
Cent. W. Tex. (Truck "Pap ) + tie 3 

Motor Gasoline 88 Oct, (Premium): ~— 3)11 

Okla., Group 3 (Okla. shpt.) ..... (3)11.5-11. (3)11.5-11.875_ (5) 11. 
Okla.. Group 3 (Northern shpt.) .. (5)11.375- (5)11.375-11.79 (3)112 
Midwestern (Group 3 basis) .. . (3)11. = (3)11.375-11.75 ¢2)12 
N. Tex. (Texas & New Mex shpt.) (2)12-12.75 (2)12-12.75 “3 
W. Tex. (Texas & New Mex, net.) : 12(2) 12(2) = (2)11.7 
E. Tex. (Truck Tnsp.) .. bbe esas (2)11.45-12 (2)11.79-1 “12 

Cent, W. Tex. (Truck Tnsp.) 12 12 

Motor Gasoline 86 Oct. (Premium) : = 12 12 
N. Tex, (Texas & New Mex. shpt.) 12 12 aS 12 12 
W. Tex. (Texas & New Mex, shpt.) . 12 12 11.75 11.75 11.75 
E. Tex. (Truck Tnsp.) pe ge 11.75 11.75 vii 

Motor Gasoline 84 Oct, (Regular): Ps ” 75-11.7 10.75-11.7 
N. Tex. (Texas & New Mex, shpt.) 7 10.75-11.7 10.75-11.7 tt ere 10.75-11.25 
W. Tex. (Texas & ar Mex. on.) 25 10.75-11.25 10.75-11. 25 5 +25 10.75-11.25 
E. Tex. (Truck Tnsp "25 10.75-11.25 10.75-11.25 ehialincncas oe 
Cent. W. Tex. (Truck Tnap.) ) snes HG 

Motor Gasoline 82 Oct, (Regular): a _ ).5- 875 
Okla.. Group 3 (Okla, shpt.) ceeee (4)10.5-10.875 (4) 10.5-10.875 (4)10.5-10.875 | 1k pg a eh a (33 10.375-10.625 
Okla., Group 3 (Northern shpt. » .... (€5)10.375-10.625 (5)10.375-10.625 (5)10.375-10.625 10. ¥ (4)10.375-10.5 
Midwestern (Group 3 basis) .. swat (410. 375-10.5 (4)10.375-10.5 (4)10.375-10.5 11.25 10.75-11.25 
N, Tex. (Texas & New Mex. shpt. ) oe 10.75-11.25 10.75-11.25 10.75-11.25 . 6 10.75-11 
W. Tex. (Texas & New Mex. ahpt.) me 10.75-11 10.75-11 >, 10-75-11 (2)10- 75-11 (2)10.75-11 
E. Tex. (Truck Tnsp.) .. sovassee €2)9R tO-22 (2)10.75-11 (2)10.75-11 10. i5- 10.75 
Cent. W. Tex. (Truck Tnsp.) ....-. 10.75 10.75 10.75 . 

Motor Gasoline 80 Oct. (Regular) : 

Okla,, Group 3 (Okla. shpt.) : 

Okla., Group 3 (Northern shpt. ) wees 

Midwestern (Group D BORER). cssvcee ives «oes ss ‘oan = 10-75-11 5 0.75-1 
N, Tex. (Texas & New Mex. shpt.) .. 10.75-11.5 10.75-11.5 10.75-11.5 075-11 0.75-1 
W. Tex. (Texas & New Mex. shpt.) 10.75-11 10.75-11 10.75-11 ” 

Motor Gasoline 60 Oct, M & below: — or " 5 
Okla., Group 3 (Okla. shpt. e 9.625-10.125 9.625-10.125 9.625-10.125 9.625-10, 125 5.05 49.188 
Okla., Group 3 (Northern shpt:) 2: 9.5-9.875 9.5-9.875 9.5-9.875 07512) 9.75(2) 
Midwestern (Group 3 basis) ... os 9.75(2) 9.75(2) 9.75(2) 9°75-10.8 9.75-10.8 
N. Tex. (Texas & New Mex. shpt.) .. 9.75-10.8 9.75-10.8 9.75-10.8_ 10.25-10.5 10.25-10.5 
W. Tex. (Texas & New Mex. shpt.) oy 10.25-10.5 10.25-10.5 10.25-10.5 9875-105 9.875-10.5 
E. Tex. (Truck Tnsp.) .. pied e> ake 9.875-10.5 9.875-10.5 9.875-10.5 10 i104 .< 10-10.4 
Cent. W. Tex. (Truck Tnsp.) ....... 10x 10-10.4 10-10.4 — 

Motor Gasoline 92 Oct. (Premium) : ‘ - 3.85- 

New York harbor ae gh 13.85-15 13.85-15 13.85-15 3 ak 9 18. 75-14.9 
New York harbor, barges ..........- 13.75-14.9 13.75-14.9 13.75-14.9 15.15-15.2 15.15-15.2 
Philadelphia. Rp ieeeetmn parses 15.15-15.2 15.15-15,2 15. 15-15.2 i306 15.05 
Philadelphia, barges ................ 15. 15.05 15.05 39. 15(2 12.9-15(2) 
Baltimore ...... igh aeteaaeneaiaeae 12:9-15(2) 12.9-15(2) 12.9-15(2) — 12.8 
Baltimore, barges . pea Adomwews 12.8 12.8 12.8 me 

Motor Gasoline 90 Oct, (Premium): . an 13.85-14.35 
New York harbor ... iano sk oul Paths 13.85-14.35 13.85-14.35 13.85-14.35 13.85-14.35 13.75-14.25 
New York harbor, barges: » Bi A Ra ae 13.75-14.25 13.75-14.25 13.75-14.25 13.75-14.25 —— 
Philadelphia .... pit RG SS ate a 15.1 15.15 15.15 eo 15.05 
Philadelphia, barges ...............:: 15.05 15.05 tae 35.06 os 12.9-13.25 
Baltimore . oO pee eee 12.9-13.25 12.9-13.25 12.9-13.25 12.9-13.25 + 128-13. 
Baltimore, barges... .. Seren, 12.8-13 12.8-13 12.8-18 

Motor Gasoline 85 Oct, aD 3)12.85 d 
New York harbor vescccescces (8)12,86-18.6 (3)12.85-13.6 (3) 12.85-13.6 (3)33. 06-58 Oeeiak 
New York harbor, barges: Shui Guebk sine 12.5-13.4 12.5-13.4 12.5-13.4 12.5-13.4 13.7-13.9 
Philadelphia .. ase disdk< <53 00's ee 13.7-13.9 13.7-13.9 -13.§ 13.7-13.8 
Philedelphia, barges hadet ee pecensens 7 oan 13.7-13.8 13.7-13.5 11.9-13.5 
Baltimore . hime ath & tern a 11.9-13.5 11.9-13.5 11.9-13.5 118-12. 
Baltimore, barges ...............! . 11.8-12 11.8-12 11.8-12 : 

Motor Gasoline: 

Western Penna., Bradford-Warren: 13 1 
90 Oct. (Prem.) ............ chaces 13.75-14 13.75-14 13.75-14 Lor 
86 Oct. (Reguiar) ...!": Pree 12.7512) 12.75(2) 12.75(2) 12.75(2) 

Western Penna., Oil City: 13.75-13.9 
eee ee +a 13.75-13.9 13.75-13.9 13.75-13.9 13.75-13.9 3. : 

OG: OGE,  CUANAE) eke ve dcisingccecccnt 12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 

Western Penna., Pittsburgh: 

90 Oct. (Prem.) ..... THEE 13.9(2) 13.9(2) 13.9(2) 13.9(2) 12.9(2) 
86 Oct. (Regular) .. 0 Tek x 12.9(2) 12.9(2) 12.912) 12.9(2) 12.9(2) 

and 4c as “increasing in numbers”; and 5c and 6c as Portland, Me. (8c)—Socony’s dealer tank wagon price 

“occasional.” for Mobilgas (regular-grade) gasoline off 2.6c to 12.4c. 
Commercial vehicles especially are being favored, NPN “Cut” retail price of 15.9c for regular-grade has become 

sources said. “almost universal,” according to trade reports. For past 

‘ ype : . year and a half, most stations have posted 18.9¢c. 
No “subsidizing” of dealers by suppliers, either by re- 

duced tank wagon prices, “voluntary allowances” or other Providence, R. I. (6c)—Sun’s dealer price for Blue 

methods, was indicated in reports to NPN. Sunoco off 1c to 13.9c, Oct. 1. Socony’s dealer tank 
Hartford, Conn. (6c)—Sun Oil Co. reported reduction YAO Paley, for MMas NT, Se for regular gasoline 

PaaS : ec, Oc 

in its dealer tank wagon price for Blue Sunoco of 0.5c b b 

i : has been made at many stations in city and nearby sub- 
to 13.6c, effective Oct. 1. Regular-grade gasoline at many bs. “Normal” reportedly is 19.9c 
bra - : “4 urbs. or IC. 
of the city’s stations was priced 2.6c “sub-normal” at P y 
16.9¢. Flint, Mich. (6.5c)—Retail gasoline price war once 
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again has “all but ended” following price boosts by pri- 
vate and major brand dealers over weekend, according 
to NPN sources. 

While not all large companies have raised dealer tank 
wagon prices, check of Standard of Indiana bulk plant 
showed increase of 2.9c, to 15.3c, in posting for Red 
Crown (regular-grade), effective Oct. 3. Standard’s new 
dealer posting is within 0.7c of company’s “established” 
price for Flint. 

Meanwhile, most private brand stations are retailing 
regular at 18.4c and 19.4c, up 2 to 3c per gal., while 
a number of major brand dealers have posted pump 
prices of 20.9c for regular. 

Los Angeles (6.5c)—‘“Under the canopy” price cutting 
was becoming more widespread among service stations 
handling major brand gasolines in certain areas, accord- 
ing to reports the Serve Yourself and Multiple Pump 
Assn. has received from members. 

Reports implied that such price-cutting is spreading in 
San Francisco Bay area and in Los Angeles Basin. One 
member told association, “the majors aren’t cutting 
down the spread between themselves and our outlets. 
They are eliminating that spread.” 

Spread varies widely. In general, a 2c spread has been 
described by some majors as one that neither harms 
conventional outlets nor gives the part-serves a big 
advantage. 


GULF COAST 
Forward Gasoline Supplies Ease 


Prompt regular-grade gasoline for spot cargo load- 
ings continued to be the hardest requirement to cover at 
the Gulf during the early days of October, but offerings 
for forward liftings were beginning to appear with great- 
er frequency. Bunker “C” fuel was the only product 
readily available, trade sources said, although opinion 
was frequently expressed that the high rate of crude 
runs was tending to bring additional supplies of other 
products to the spot market. 

Quotations of refiners were reported unchanged, and 
the paucity of offerings other than bunker “C” fuel con- 
tinued to hold down trading activity. Most of the de- 
mands were for prompt gasoline, domestic and export, 
and these were hard to fill. On the other hand, offer- 
ings for late in the last quarter of 1952 were appearing, 
one a cargo of 70-72 oct. leaded gasoline for December 
lifting at “low Oilgram, date of lifting” (10c per gal. at 
time of the offering) and the other a cargo of 90 oct. 
premium gasoline at 12c. 

Except for some “softness” in the bunker market, trade 
sources said that prices generally were firm. Some re- 
finers already have sales booked of clean products, most 
gas oils, for export as far ahead as the second quarter 
of 1953. 

There was one lot of kerosine at 9c available for early 
lifting, and several cargoes of gas oil also were said to 
have been sold at “low Oilgram, date of lifting.” On the 
other hand, trade sources generally said that offerings 
of No. 2 fuel as yet have failed to appear in quantity. 
However, were the material available for early ship- 
ment, a buyer might be hard to find because No. 2 stor- 
age both along the East Coast and the upper Mississippi 
River reportedly is well filled. 

Bunker fuel continued slow-moving, refiners said, and 
consensus was that a buyer willing to accept spot bunker 
fuel probably could also obtain either gasoline or No. 2 
fuel. Purchase of 35,000 bbls. of bunker “C” fue] at 
$1.45 for shipment upriver was disclosed, although con- 
firmation from the seller was not obtained. For cargo 
lots, suppliers’ bunker oil prices ranged upward from 
$1.50. 
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Explanations of Price Tables 


The reader’s attention is directed to the fol- 
lowing explanations which apply to the Sum- 
mary of Daily Gasoline Prices appearing on page 
40 and the price tables appearing on pages 43-48 
of this issue. 

The letter “X” indicates a change in prices; if 
the change is on the low of the price range, the 
“X” is adjacent to the low; if the change is on 
the high of the price change, the “X” is adjacent 
to the high; a change from one flat price to a 
higher or lower flat price, or elimination of the 
low of a price range, is indicated with an “X” 
to the left of the: new price; elimination of the 
high of a price range is indicated with an “X” 
to the right of new price. 

Parenthetical figures indicate number of com- 
panies quoting when two or more companies 
quoted the price shown. In the Gulf Coast Cargo 
table on p. 46 all prices reported are shown. 
In all other tables, only the lows and highs of 
the ranges of prices are shown; no attempt is 
made to show prices within the lows and the 
highs, and therefore no attempt is made to indi- 
cate the number of companies contacted for 
prices for each product. Nearly 200 primary sup- 
pliers (refiners and tanker terminal operators), 
plus an even larger number of other sources 
(jobbers, compounders, consumers, distributors, 
brokers, tank car marketers, etc.) are contacted 
for prices at regular intervals. 











ATLANTIC COAST 


Heating Oils Ease Under Storage Load 


With the storage build-up on heating oils nearly com- 
pleted at East Coast points the past week, stocks were 
large and prices inclined to the “easy” side, according 
to reports of marketers and terminal operators. While 
inventories of residual fuel oils were less burdensome 
than recently, spot tanker voyages at lower than USMC 
rate from Caribbean made for undercutting in these 
products also. Prices were reported unchanged. 

The pressure of summer-winter and monthly quota 
sales, from refiners to terminal operators, and from term- 
inal operators to barge buyers, tended to weaken prices 


_ for distillates,.according to most reports. Barge ter1i- 


nal operators at New York reportedly were reselling 
No. 2 fuel as low as 9.25c, and in most cases these quanti- 
ties originally were purchased merely to maintain a “win- 
ter position.” 

In addition, terminal operators occasionally found their 
storage overcrowded by the rush of incoming cargo 
lots of No. 2 fuel from the Gulf, with the result that at 
least one cargo was re-offered at a price of 9.05c, de- 
livered New York. However, barge prices quoted for No. 
2 fuel by refiners and terminal operators held at 9.65c. 

Residual] fuel was plentiful at most points, and “dis- 
counts” ranging from 5 to 10c per bbl. were reported of- 
fered for prompt shipments. At Boston, loans of stor- 
age were made to make use of all possible coiled tank- 
age in order to contain the supplies of bunker “C” fuel. 

The weight of light and heavy fuel oils in storage had 
the effect, at Philadelphia, of driving some gasoline offer- 
ings out in the open, the first large quantity as yet re- 
ported this season. The price on this cargo, however, 
was not disclosed. 

Trading was reported quiet, with suppliers waiting for 
colder weather to spur sales of both light and heavy fuel. 
Meanwhile, marketers also were measuring the extent 
of seasonal declines in sales of gasoline, and somewhat 
lower sales were reported at a number of points in New 
England. 
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Oil MARKETS 








NPN Gasoline Index 
Cents Per Gal. 
Dealer T.W. Tank Car 
CE 6 Ad ne Vaed Ge-tewsepaver’ 15.30 11.65 
MY vas cone ce tows 15.36 11.65 
eM curd oh Ch obi eqs D2 15.12 11.67 

Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

Tank car index is weighted average of following wholesale 
markets for regular-grade gasoline, FOB refineries or ter- 
minals: Okla., Midwest, W. Penna., Calif., N. Y¥. Harbor, 
Philadelphia, Jacksonville, Boston and Gulf Coast. 











CHICAGO DISTRICT 
Gasoline Still Most Wanted Product 


Gasoline continued to be most wanted product in Chi- 
cago District last week, according to several refiners. 
Inventories of light and heavy fuel were high and de- 
mand was light. Suppliers’ prices were unchanged for 
all products. 

Refiners said strong demand for “lake front” gasoline 
was unsatisfied. At same time, most local refiners de- 
scribed their positions as neither buyers nor sellers of 
gasoline for the rest of this year. 

Although distillate fuel prices to jobbers were un- 
changed, some spotty cutting of yard prices to haulers 
was reported. While most large sellers continued to 
quote haulers at 11.5c for No. 2 and 12.5c for range 
oil, haulers were able to pick up No. 2 at 11.2c to 11.3c 
and range oil at 12.2c to 12.3c at a few points in the 
city. Suppliers continued to quote jobbers at 9.9c to 
10.375¢ for No. 2 and 10.9c to 11.375c for range oil. 

Resale agent disclosed purchases of range oil at 10.625c 
and No. 2 fuel at 9.875c, FOB Chicago District. Quanti- 
ties taken were in minimum 4,000-gal. transport lots and 
were resold to a jobber. 


MIDWESTERN (Chicago-E. St. Lovis Area) 
Residuals Hold Trading Interest 


Despite the fact that gasoline was still in strong de- 
mand throughout the Midwest last week, residual fuels 
continued to hold principal interest of open market buy- 
ers. Light fuels were quiet and were “waiting” for cold 
weather to stimulate jobber interest. Prices were un- 
changed, for all products. 

Railroad buyers reported paying flat price of $0.90, 
Group 3, for No. 6 fuel for shipment during October, un- 
changed from September. At the same time, trade 
sources said that at least two roads are asking for a 
5c per bbl. concession on their residual purchases when 
road’s own cars are used. 

Tank car marketers reported purchases of low-sulfur 
No. 6 fuel at $0.70, for resale. They added, however, that 
when present amounts committed at this price are used 
up, they “expect” their suppliers to hike prices by 5c. 
Another marketer disclosed a purchase of No. 6 fuel at 
$0.75, for resale, and shipment over October. Refiners’ 
quotations for No. 6 to the trade ranged from $0.90 to $1. 

Largest sales disclosed during the week were in No. 5 
fuel. Two purchases, one of 60 cars and the other of 5 
cars, were made at $1.15, Group 3, both for prompt ship- 
ment and resale. 

Slowness of jobbers to take light fuels from their sup- 
pliers resulted in some large-lot offerings between re- 
finers, but refiner-buyers, themselves, said they were 
looking for product through December and were unable 
to buy because their own storage was brim full. 

Gasoline was in a “between-season state,” according to 
some refiners. They said demand remained strong at 
pipe line and river terminals and where the squeeze on 
supply was tight at some terminals, they merely were 
borrowers for payback at some other point, or later in 
the year. 
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CENTRAL MICHIGAN 
Large Light Fuel Inquiries Unfilled 


Considerable strength was noted in light fuels last 
week in Central Michigan when open market inquiries 
for light fuels, principally No. 1, went unfilled. 

Although not all refiners reported surplus residual in- 
ventories, soft condition in these grades was unchanged. 
Demand for gasoline tended to show decline seasonally, 
and while inventories generally were low, some refiners 
said production was in better balance with demand than 
at any time since refinery strikes last spring. 

Refiners said at least two large inquiries for light fuels 
by major companies were in open market in addition to 
standing orders from local refiners. Both orders were 
for 30.000 bbls. of No. 1 fuel; however, one buyer said 
he would take “some” No. 2 fuel. Three local refiners 
have been in market as buyers of light fuel for more 
than a month. 


MID.CONTINENT 
Inventories Good on Most Products 


Cooler weather in northern states during first few 
days of October had little effect on burning oil demand 
in the Mid-Continent, refiners said the past week, but 
some believed the lower temperatures might give distil- 
lates a much needed “shot in the arm.” Gasoline, mean- 
while, was still in fair shape, but demand was slipping, 
while little change in status of heavy fuel was reported. 
Refiners’ quotations generally were unchanged. 

While little trading activity was reported during week, 
majority of refiners described their inventories as being 
in good shape on most products. Heavy fuel stocks, 
however, were still troublesome to many refiners, es- 
pecially in Oklahoma and Texas. 

At least 10 days of “steady burning oil weather” are 
needed to stimulate distillate market, several trade 
sources said, while others said they believe many job- 
bers have not filled up their heating oil storage and 
therefore, a short cold spell would increase calls. At 
any rate, most calls now are for material to be shipped 
late in October or November. One refiner in West 
Texas said he had received “not over half dozen” calls 
in last month for heating oils, and in each case, described 
inquiries as “bargain seekers.” 

Gasoline remained in good demand locally in most 
areas, although dry weather in Kansas caused deliveries 
to fall off slightly. .Northern tank car shipments of gaso- 
line, meanwhile, remained light, and reports indicated 
refinery gasoline could be bought at “about 0.5c under 
the market.” Cycled gasoline was “fairly plentiful,” mar- 
keters said, at 9.25c, Group 3, for resale. 

Sales during week included several cars of No. 6 fuel, 
purchased by an Oklahoma reseller at $0.725 and resold 
at $0.75. Other purchases of No. 6 for resale were re- 
ported at prices ranging from $0.70 to $0.75. One mar- 
keter sold “small batch” of No. 2 fuel for shipment dur- 
ing October at 0.5c “under published prices, date of ship- 
ment.” Prompt No. 2 was reported available at 7.25c, 
Group 3, for resale. 

There were few reports of any transportation diffi- 
culties. Some refiners said they were still having trouble 
getting dirty tank cars returned promptly from destina- 
tion points, but there were no reports of shipments de- 
layed due to scarcity of cars. 


(For More Market Reports See p. 49). 





Crude Oil Stocks 


No changes were reported in crude oil prices 
during the week ended Oct. 4. For complete 
crude price schedules see p. 45-46 of NPN Sept. 
24, 1952. 
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Oil PRICE SECTION 





Prices herewith are reproduced from Platt’s OILGRAM Daily Oil 
Price Service, associated with National Petroleum News, whose rep- 
resentatives in all NPN-OILGRAM offices devote their time exclusively 


to reporting oil industry prices everywhere. 


Prices shown in tables are sales prices or quotations or general! offers 
or posted prices by refiners, by pipeline terminal 
tanker terminal operators; for current sales and shipments; for the busi- 
ness day or period stated; except Tank Wagon prices, prices are for 
barge; prices applying to 
barges or cargoes or truck transport lots only, so designated; FOB re- 
in cents per gal., except per bbl. where § sign is 
shown; wax and petrolatums in cents per pound; ex all fees and taxes; 
for crude oil and its products lawfully produced and transported; re- 
ported as received by OILGRAM and National Petroleum News but not 
guaranteed; for subscribers’ private use only and not for resale or 


bulk lots such as tank car, truck transport, 


fineries or terminal 


GASOLINE 


OKLA., Group 3 (Okla. shpt.) 


(3)11.5-11.875 
(4)10.5-10.875 


88 Oct. Prem 
82 Oct. Reg. 
80 Oct. Reg. oon dee osee 
60 Oct. M & below ....... 9.625-10.125 


OKLA,., Group 3 (Northern shpt.) 


88 Oct. Prem (5)11.375-11.75 
82 Oct. Reg. os “ (5)10.375-10.625 
60 Oct. M & below ...... 9.5-9.875 


MIDWESTERN (Group 3 basis) 


. .€3)11.375-11.75 
(4)10.375-10.5 
9.75(2) 


88 Oct. Prem. 
82 Oct. Reg . 
60 Oct. M & below 


N. TEX. (Texas & New Mex. shpt.) 


93 Oct. Prem. . ‘ oe 13.2-13.25(2) 
90 Oct. Prem et eeeenee 12.75(2) 
88 Oct. Prem. ae (2)12-12.75 
86 Oct. Prem. ceeneetaas 12 

84 Oct. Reg. ‘ baresiaes 10.75-11.7 

82 Oct. Reg. ... , ~_ 10.75-11.25 
80 Oct. Reg . ° ° 10.75-11.5 

60 Oct. M & below . a* 9.75-10.8 


W. TEX. (Texas & New Mex, shpt.) 


93 Oct. Prem. : vueene 12.5 
90 Oct. Prem ‘ oe 12.5-12.75 
88 Oct. Prem. , . 12(2) 
86 Oct. Prem. ... seks 12 

84 Oct. Reg. ... , 10.75-11.25 
82 Oct. Reg. ‘ 10.75-11 
80 Oct, Reg. ° oe 10.75—11 
60 Oct. M & below ...... 10.25-10.5 
E, TEX. (Truck transport lots) 

93 Oct. Prem. , ku bee 12 
90 Oct. Prem. , 11.75-12.75 
88 Oct. Prem rey (2)11.75-12 
86 Oct, Prem. , : - 11.75 
84 Oct. Reg. é vs 10.75-11.25 
82 Oct. Reg. ° -+. €2)10.75-11 


80 Oct. Reg 


60 Oct. M & below 9.875-10.5 


CENT. W. TEX. (Truck transport lots) 


88 Oct. Prem. jeeasinn ces 12 
82 Oct. Reg : aon 10.75 
60 Oct, M & below ....... 10x 


ARK, (For shipment to Ark. & La.) 


88 Oct. Prem. .... _ 11.75 
86 Oct. Prem. errr rr 
TS Oe 10.75 
60 Oct. M & below ....... 9.625 


KANSAS (For Kansas destinations only) 
90 Oct, Prem. 


88 Oct. Prem. 11.6-12.375 
86 Oct. Prem. 11.0-11.625 
82 Oct. Reg. 11.375 
80 Oct. 10.5—10.8 


EE. -coxbees 
60 Oct. M & below .. 9.5-10.625 
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Prices at Refineries and Terminals and by Tank Wagon 


PRICES IN EFFECT OCT. 6 


distribution or publication. 
and at times ail sellers, 
posting of firm prices but give OILGRAM the prices they otherwise 





During period of short supply, some sellers 
withhold quotations to new customers or the 


would quote to the trade in general and which they confine to their 


operators, and by 
Service invoice. 


Price Service, Inc., 


WESTERN PENNA, 
Bradford-Warren: 
90 Oct, Prem. oi 13.75 


14 
86 Oct. Reg 12.75(2) 


Ol City: 

90 Oct. Prem 13.75-13.9 
86 Oct. Reg ° 12.75-12.9(2) 
Pittsburgh: 

90 Oct. Prem 13.912) 
86 Oct. Reg . 12.9(2) 
CENTRAL MICHIGAN 

(FOB Central Michigan refineries) 

90 Oct. Prem ° , (2)13.5-14.25 
86 Oct, Prem o* 13.25—13.75(2) 
84 Oct. Reg , (2)12.5-13.125 
82 Oct. Reg (2)12.25-12.75 


OHIO—Quotations of S.O. Ohio for delivery to 
Ohio points: 


86 Oct. Reg. ... , 14.0 


CALIFORNIA 


Los Angeles dist.: 
90 Oct, Prem 
80 Oct. Reg 


13.3-16.5 
12~-14(2) 


San Fran. dist.: 
90 Oct. Prem - 16.25 
80 Oct. Reg. . ° 14.25 


ml 
o 


San Joaquin Valley dist.: 


90 Oct. Prem 
80 Oct. Reg 


16.25-17 


14.25--14.5 


LUBRICATING OILS 
WESTERN PENNA. 
Prices are for sales made, or offers reliably 
reported, to jobbers & compounders only. 


Viscous Neutrals—No. 3 col. Vis. at 70° F. 200 
Vis. (180 at 100°) 420-425 fi 


0 p.t. ° —e ‘ 31.5 
BO Pb. ccc — os 30.5 

15 p.t. oases : + 29.5 
2S p.t. ..- ° . (2)28-29 

150 Vis, (143 at 100°) 400-405 fi. 

0 p.t. ee 29 

10 p.t. . - 28 

15 p.t. —a 27 
25 p.t. 25.5(3) 


srescent color § 


vent extracted end 


eur ‘ 


PATENT CHEMICALS 
mMCORPORATEO 
Paterson 4, New Jersey 


regular customers only, 
Gasoline ratings are by ASTM Research Method and are minimum 
ratings, except where letter M is used to indicate that octane rating is 
by ASTM Motor Method. 
to any NPN—OILGRAM office or see back of any OILGRAM Price 


and such prices appear in the price tables 


For further details of price conditions apply 


For complete price service delivered daily from nearest OJILGRAM 
publishing office, New York, Cleveland and Houston, address Platt's 
1213 West 3rd St., Cleveland 13, Ohio. 
Subscription rate in U. 8.: $150 per year, payable in advance 


Annual 


Bright Stocks 
145-155 vis. at 210°, 540-550 fl. No. 8 col 


10 p.t, ° 32.5 
2S pt. ..c- ee oe oe 31.5 
BB Bb. . cwcccccscevcves (2)30-33 
Cylinder Stocks 

600 s.r. filterb’l ...... ' 25(3) 
GOR DBs cecce osbaeee 27(3) 
600 flash . odassa carers 2914) 
630 flash . pweesdobee 30(3) 


MIDCONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only 
Bright Stocks, vis. at 210° Neutrals, vis. at 
100°, 0-10 p.p. 

Neutral Oils—Conventional 

Pale Oils Col, 


60-85 vis 


S.» 12-13 

86-110 vis 2 12.5-13 
150 vis 3.. 13-14 
180 vis. 3 14-14.5 
200 vis 3 14-15 
250 vis Bee 14.5-15.5 
280 vis 3.. 5-16 
300 vis 3. 5.5-16.5 
Bright Stock— onventional 
200 vis, D: 

10-25 p.p ° 30 
150-160 vis. D: 

0-10 p.p “ 26-27 

10-25 p.p ‘ 26~—26.5 
120 vis. D: 

0-10 p.p : ° 25-26 
Bright Stock—Solvent 
150-160 vis. 0-10 p.p., 95 v.i 32(3)x 
Neutral Olls—Solvent (95 v.i.) 
170-180 vis Seaesedwe 20(2)x 
200-210 vis o* od (2)21-21.5» 
300 vis. 22.5(2)x 
Cylinder Stocks 
600 s.r., olive green ...... 21 


LUBRICATING OILS 


Tank Car 
Buyers 


UNIFORM 
HIGH QUALITY 


DEEP ROCK OIL CORPORATION 


?.O Bos 105! Attos Life Buriding 
i ae tt 


























OIL PRICE SECTION 





GULF COAST—Solvent Refined Lubes. 
From Mid-Continent grade crude. Prices FOB 
ship at Gulf for export 
Bright stock—Vis. at 210 
150-160 vis., 0-10 pour 


test, 95 v.i ‘ (2)32-34 
Neutral Oils—Vis. at 100°; 95 v.i.; 0-10 p.t. 
100 vis 19 5-21 
200 vis 
300 vis 
SOO vis 





SOUTH TEXAS LUBES 

(Vis. at 100° F, FOB 8S. Tex., refineries for 
domestic and/or export shipment.) 

PALE OILS: 


Vis. Color 

100 1%-2% (4912-12.5(2) 
200 2-3 (3)13-13.5(3) 
300 2-3 14(6) 
500 21-31 1516) 
750 3-4 1616) 
1200 3-4 (3)17-17.542) 
2000 4 (3918-1913) 
RED OILS: 
Vis. Color 

100 5-6 (3)12-12.5(2) 
200 5-6 (3)13-13.543) 
300) «5-6 ‘ 14(6) 
500 5-6 1516) 
750 5-6 16(6) 
1200 5 (3)17-17.5(3> 





2000 «45-6 (3)18-1913) 


NATURAL GASOLINE 


(Group 3 & Breckenridge prices are to biend- 
ers on freight basis shown below, Shipments 
may originate in any Mid-Continent manufac- 
turing district.) 

FOB GROUP 3 

Grade 26-70 ° 
FOB BRECKENRIDGE 
Grade 26-70 


6.875 ( Quotations) 


6.375 (Quotations) 


LPG PRICES 


(Of refiners, FOB refineries, in cents per gal., 
tank cars or transport trucks) 


Commerical Industrial 
District Propane Propane 
N. Y. Harbor ... 8(2) 8(2) 
Philadelphia .... 8(3) 8(3) 
Baltimore ....... eeee eee 
Hastings ........ econ eces 
Toledo ......+++. 7 7 


. INDUSTRIAL 


FUEL OIL 


SPECIALISTS 


WATER 


TRUCK RAIL 


| PHOENIX OIL CORPORATION | 
aT agh t por ate = ee 
Phone WA bash 2.6322 





Refinery & Terminal Prices (Continued) 


PRICES IN EFFECT OCT. 6 


KEROSINE, GAS & FUEL OILS 


OKLA,, Group 3 (Okla, shpt.) 
41-43 ww. 
12-44 ww. 
Range oil .. omc a 
58 & above D.I, Diesel.. 
No, 1 fuel 
No. 2 fuel 
No. 3 fuel 
No, 6 fuel 





OKLA., Group 3 (Northern shpt.) 


41-43 w.w d oss (4)8.75-9(2) 
42-44 w.w > (5)8.75-91(4) 
Range oil . . 8.7512) 
58 & above D.I ’ Diesel. (6)8.5-8.875 
No. 1 fuel , S-—-8.75(3) 
No. 2 fuel 7.5-8.125(2) 
No. 3 fuel 7.5-7.875(2) 
No. 6 fuel (2)$0.90-1.15 


MIDWESTERN (Group 3 basis) 
41-43 w.w 
42-44 w.w. 
Range oil .. “ : 
58 & above D.I. Diesel... (4)8.5 


(2)8.75-9 
(4)8.75-9 


+-S8.75(2) 
No. 1 fuel : 88.75 
No, 2 fuel 7.5-8.125 
No, 6 fuel 2)$0.90—-1.00(2) 


N. TEX. (Texas & New Mex. shpt.) 


41-43 w.w. (2)8.75-9.5(2) 
42-44 w.w. y 


58 & above D. IL. Diesel. 8.5-9.25 
No, 2 fuel a 
No. 6 fuel 


§.235-8.5 
(2)$1.00-1.50 


W. TEX. (Texas & New Mex. shpt.) 


41-43 w.w ‘ seeeee 8.75 
42-44 w.w. . meee 9.25-10.25 
58 & above D.I. Diesel.. “ 
No, 1 fuel Ter 8.75-9.25(2) 
No, 2 fuel 8.5-9 


No. 6 tuel $0.90-1.75 


FE, TEX. (Truck transport lots) 


41-43 w.w, .. on o° 2° 9-9.25(2) 
42-44 ww, . ‘ inde ag 9(3) 
5S & above D i, Diesel... 8.25-9.25 
No, 1 fuel ..... ° 9.125 


No, 2 fuel 


No. 6 fuel $1.15-1.85 


CENT. W. TEX. (Truck transport lots) 


41-43 w.w =* ox 

- & above D1 Diesel 8. 75x 
1.G.1. gas oil 

No 1 fuel soees cece 
No. 2 fuel . ‘ ames 8 

No. 5 fuel . , ees 
mee SS: ees 5 $1.40x 


KANSAS (For Kansas destinations only) 


ROS WLW, coe ccccceme cs (2)9-9.875 
52 & below D.I, Diesel 9-9.3 
5S & above D.I. Diesel ‘ (2)9-9.3 
tk. ee é . 8.7-—9.625 
es ae 7.875-9.25 
No, 4 fuel 


$1.50-1.575 
(2)$1.10-1.40 


No, 5 fuel 
No. 6 fuel 


ARK, (For shipment to Ark. & La.) 


42-44 w.w. .. > 9.25 
Tractor fuel ..... , 9.5 
Diesel fuel 52 & below 8.875 
Diesel fuel 58 & above 9.25 
No. 2 fuel . ‘ ; , 8.375 
 ) eo ‘ S 

No, 4 fuel .. : $1.80 
No, 5 fuel : $1.60 
No. 6 fuel ° $1.45 


WESTERN PENNA, 
Bradford-Warren:(*) 


Kerosine a: 11.25-11.95 
No. 1 fuel ‘ 

No, 2 fuel ss 10.75-11.2 
No, 3 fuel 10.75-11.2 
36-40 gravity fuel 10.25 


oil City: 


Kerosine ° 11.25-11.65 
No, 1 fuel ‘ 10.75—-11.15(2) 
No, 2 fuel ° 10.5—-10.9(2) 
No, 3 fuel 10.5 
36-40 gravity fuel 10.5 
Pittsburgh: 

Kerosine (2)11.4-11.65 
No. 1 fuel 11.35 


No, 2 fuel 
No, 3 fuel ba 
36-40 gravity fuel x10.525-10.65 

(*) Prices of some Bradford-Warren District 
sellers to Dulk commercial consumers are 0.15c 
higher than prices shown above 


(2)10.65-10. 75% 


CENTRAL MICHIGAN 
(FOB Central Michigan refineries. ) 


Range oil F 11.6 12.2 
46-49 w.w. kero. .. 11.55-12.4 
P.W. distillate 11 4 12 

No, 2 fuel .. ie (2)10.75-11.05(2) 
No. 3 fuel .. , ‘ 10.5-11(2) 
U.G.1. gas oil . (2)8.5-9.7 

No. 5 fuel os 7-8.5 

No. 6 fuel . ewsees (2)6.75-8.25 


OHIO— Quotations of 8.0. Ohio for delivery to 
Ohio points: 


Kerosine ..... as 11.9 
No, 1 fuel .. ; ; 11.7 
No. 2 fuel 10.7 
Diesel (Light & Med.) 11.7 
CALIFORNIA 

San Joaquin Valley: 

40-43 w.w. ..... 12.6-13 
Heavy fuel (PS 400) $1.95-2.05 
Light fuel (PS 300) ‘ $2.25(2) 
Diesel fuel (PS 200) , 10.4-11.5 
Stove dist. (PS 100) 11.9-13 


San Francisco: 


40-43 w.w, . ‘ 12.5-13 
Heavy fuel (PS 400) - $1.95-2.05 
Light fuel (PS 300) $2.25( 
Diesel fuel (PS 200) 10.4-11.5 
Stove dist. (PS 100) 11.9-13 


Los Angeles: 


40-43 w.w. . (2)12-12.5 
Heavy fuel (PS 400) $1.75-2.00 
Light fuel (PS 300) $2.15—2.2014) 
Diesel fuel (PS 200) &.25-11.4 
Stove dist. (PS 100) 9-12.9 





New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Boston 





REPUBLIC OIL REFINING CO. 


Refiners of 
and REPUBLIC Petroleum 


Marketers | yp Products 











Pittsburgh, Pa. Texas City, Texas 
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CHICAGO DISTRICT PRICES 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries 
pipe line terminals and inland waterway barge 
terminals, 


Motor Gasoline 
Oct. Prem. 
Oct. Prem. 
Oct. Reg. 
Oct, Reg. 


12.85-13.7 
(3)12.1-12.7 
Light Fuel Oils 


Range oil 
No, 2 fuel 


(3)10 
(3)9 


9-11.375 
9-10.375 
Heavy Fuel Oils 
No, 5, low sulfur 
No. 5, high sulfur 
No. 6, low sulfur . 
No high sulfur 


6.8 
7.15 
6.175 
6.05 


(2)6 


(205 


x 
g 


2.8 9 
(J)a.4 


WAX 


WESTERN PENNA, (T.C., in Bulk) 
White Crude Scale: 
122-124 A.m.p 
124-126 A.m.p 


x(2)3 
x(2)3 
SEABOARD 


Melting 
EMP 


points are 
Prices are for carload 
prices are FOB refinery; 
bbis.; fully refined, 
are FAS; scale in 
in bags or cartons. 


AMP, 3 higher than 
lots Domestic 
scale in bags or 
slabs loose Export prices 
bags or bblis., fully refined 


Crude Scale 
124-126 white 


N.Y. Domestic 


5.60% 


N.Y. Export 


Fully Refined: 


NAPHTHAS & SOLVENTS 


(FOB Group 3) 
Stoddard solvent 
Cleaners naphtha 
V.M.&P. naphtha 
Mineral spirits 
Rubber solvent 
Lacquer diluent 
Benzo! diluent 


11.3753) 
11.875(2) 
11.875(4) 
10.875(4) 
11.875(3) 
12.375 


WESTERN 
OU City: 
Stoddard 


PENNA. 
solvent 


Pittsburgh: 


Stoddard solvent 15(3) 
OHIO—Quotations of 8.0 
Ohio points: 

V.M.&P. naphtha ........ os 
Mineral spirits & stoddard solvent 
SNOT GUUIUEEE 0 55 40 pt cecese 


Ohio for delivery to 


17.0 
16.0 
14.875 


E. TEXAS (Truck Trnspt. lots) 


Stoddard solvent 11.25 


CENT. W. TEX. (Truck Trnspt. lots) 


Stoddard solvent 10.5 


KANSAS (For Kans. Dest’n. only) 
Stoddard solvent 


ATLANTIC COAST 
V.M.&P. Mineral 
Y Spirits 
New York 
Harbor 
Philadelphia . 
Baltimore 
Boston .. 
Providence 


16(5) 
(4)15.5-16 
15.513) 
16.515) 
16.5(4) 


17(4) 
-(3)16.5-17 


17.5(4) 


OCTOBER §& 


1952 


Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT OCT. 6 


ATLANTIC & GULF COASTS 


Prices are of refiners, 
FOB their terminals 


92 Oct. 
District Prem. Gasoline 
N. Y, Harbor 
do barges 
Albany 
Baltimore 
do barges 
Baton Rouge. 
do barges 
Boston 
Charleston , 
Corpus Christi 
Houston 
do barges 
Jacksonville 
Miami 
Mobile 
New Haven 
New Orleans 
do barges 
Norfolk 
Pensacola . 
Philadelphia 
do barges 
Pt. Everglades 
Portiand eee 15.05-15.3¢3) 
Providence 14.95-15.2(3) 
Savannah .. 3.6(3) 
Tampa 3.4(3) 
Wilmington, 
x. Cc 13.05-14.55(2) 


Gas 

No. 2 Fuel* 
9.75(19) 
9.65(18) 

10.05(12) 
9.85(11) 
9.7516) 


8.4 


N. Y. Harb. 
do barges 
Albany 
Baltimore 

do barges 
Baton Rouge. 

do barges 
Boston R 
Charleston 
Houston 

do barges 
Jacksonville 
Miami 
Mobile .. 
New Haven 
New Orleans, 

do barges 
Norfolk 7 
Pensacola ... ) 
Philadelphia 9.85(10) 

do barges . 9.7519) 
Pt. Everglades 10.544) 
Portland 10.05(9) 
Providence 9.9519) 
Savannai: 10.45(7) 
Tampa .. 10.2515) 
Wilmington, 

De She “os 


9.95(16) 
9.915) 
8.625-9 

. (2)8-8.5 
10.4(8) 
10.5 
9.5(2) 
9.95110) 
8.5-8.7(3) 
8.7 


9.75(6) 
5 


9.9°(7) 


No. 6 Fuel 

No Sulfur 

Guarantee 
m. Z. $2.10(13) 
Albany 5 
Baltimore 
Baton Rouge. 
Boston . 
Charleston . 
Corpus Christi 
Houston ....¢ 
Jacksonville 
Miami 
Mobile ..... 
New Haven.. 
New Orleans 
Norfolk 
Pensacola ... 
Philadelphia . 
Pt. Everglades 
Portland 
Providence 
Savannah 
Tampa 
Wilmington, 

N.C. . 


Harb.. 


1316) 
63 
15(7) 
03(2) 
63 
63-1.65 
0016) 
95 
68 
12(3) 
6313) 
08(3) 


Se hte tt 
- 


~) 


90 e* 08 


13(8) 
95(2) 
18(2) 
11-2.12(3) 
0315) 
90(5) 


m rotor be 


(*) At Atlantic Coast refineries 
bulk commercial consumers are 


Gas Oil" 


9.85 


10.45 3 
9.95 


8 


10.35 


10.15 


9.95 


10.45 
10.35 


$2.10(13) 


FOB their refineries & tanker terminals and of tanker terminal operators 
Ships’ bunkers prices are exclusive of lighterage 


Kerosine 

No. 1 Fuel* 
10.75(19) 
10.65(19) 
11.0519) 
10.85(10) 
10.75(5) 
9.7 


90 Oct. 
Prem. Gasoline 


83 Oct. 
Reg. Gasoline 


85 Oct. 
Reg. Gasoline 
(3)12.85-13.6 
12.5-13.4 
(3)12.7-13.7(5) 
11.9-13.5 
11.8-12 


nt ee 
_* 
~ 
: 
— 
on 
to 


ww 


10.95(16) 
(3)10.7-10.9(2) 


9.25-10.25 
9-9.25 
11.4(11) 
11.5(2) 
10.4(4) 
10.95(8) 
9.7-10.15 
9.7-9.95 
10.75(7) 
10.4(2) 
10.85(10) 
10.75(10) 
11.5(5) 
11,0519) 
10.9519) 
11.45(7) 
11.15(8) 


Nr Re Mie 


tte 
te 


2N 


oe 


- 
to 


2.614) 


tor 


-_ 


12.05-12.55 (3)10.7-10.944 


Diesel Ol Light Diesel 
No.5 Fuel Shore Plants* Ships’ Bunkers 
(15-60 p.t.) (50 cet., 55 d.1.) (45 cet., 45 4.1.) 
$2.61 (8)10.15-10.25 $4.24(4) 
2.58 


House No. 5 Fuel 
(0-10 p.t.) 
(10)$3.06-3.56 
(11)3.03-3.46 
uo 
3.06(3) 
3.0313) 


2.61 4.24(4) 
2.58 
2.09 
2.05 
3.07(5) 


2.50(2) 


10.25(5) 
8 8.8 
10.3516) 
1012) 
(2)8.5-9 
10.416) 
10.542) 
9.5 
10.3515) 


3.195 
. 8.7-9.1(2) 


2.09 
2.06 
” 


3.49(3) 


10.1544) 
9.5 
10.258) 


3.01 56(2) 


4.19-4.24(2) 


(3)3.08-3.10 2.84(6) 4.24(4) 


10.515) 4.473(3) 
10.4544) 
10.3514) 
10.4515) 
10.25(6) 


3.05(2) 4.28 
4.452(5) 
4.368(5) 


1012) 4.18(3) 


No. 6 Fuel 

No Sulfur 

Guarantee 
Barges 


No.6 Fuel Bunker ¢ 
Max. 1% Fuel 
Sulfur Ships’ 
Barges Bunkers 
20-2.25(4) $2.10(11) 


Heavy 

Diesel 

Ships’ 
Bunkers 
$3.91(4) 


No. 6 Fuel 
Max. 1% 
Sulfur 
$2.20-2.25(3) $2 


9 
ya 


~) 


2.1044) 3 
1.60(2) 3 
2.1515) 

2.00(3) 

1.60(2) 
1.60-1.85(2) 
1,97(6) 

1.92(3) 

1.65 

2.12(2) 

1.6014) 

2.05(4) 

1.85 

2.1017) 

1.92(3) 

2.15 

2.12(3) 

2.0015) 

1.87(5) 


1014) 
60 
1515) 
0013) 
60 
60(5) 
97(6) 
92(2) 
65 
12 
60(3) 
.05(4) 
85 
10(8) 
92(2) 
15 
12 
2.0014) 
1.87(4) 


298 91(2) 
24 
2.30 2 


NNR NR IH te He Pe to to 


and terminals, and at Albany and Tampa, prices of some s 
0.15¢ higher than prices Shown above 


ellers t« 


45 














Oil PRICE SECTION 





Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT OCT. 6 
GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL PORTS PETROLATUMS 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 





other refiners, export agents, or tanker terminal operators, The figure in parentheses after each w (Bis. carloads; tank car, 1 to’ 1.5¢ less.) 
price indicates the number of companies quoting that price. 875-7.375 
Aviation Gasoline (MIL-F-5572) Snow white .............. (2)6. 
Grade 115/145 17.75 Soft white ............... (3)6.625-7.25 
MED e te en ee ae od 16-16 15 BA WRENS. one cc cvccscsevce (2)6.375-7 
Grade 91/96 Corre esresesressseeeseesseseseces 15.75. Cream white ............-. (2)6-6.75 
Motor COCO OEE HOO HOHE EEE EEE EO EESES . Soft OS POS ae we 
92 Oct. Premium .................. seccescscee 29-92.25(2) See sSicessveness- Re 
MEE ca s'ncbecpenchdonitueksanapaen 11.75-12-12.25 + oo hae cpeibtahetlie 
i cinGate canets vous nceuvedsedeses 11(2)-11.25-11 .5(2) ~ alia ie hace allah sagittata : ¥ 
83 Oct. Regular ...... éusvtussdcenéisevee Tee 
ek a re tee ee 10.5-11(2) 
Berg nt? Oct. M Leaded «2... 06.0 ..ee cece ce ecseees 10-10.25-10.75 PACIFIC COAST 
erosine & Light Fuels 
41-43 w.w. kerosine ..... ti wasebes sekannenens 9(3) (In Ships’ Bunkers, Diesel Fuel Bunker C Fuel 
OS eee ie peaks bOaNeRv eed 8(5)-8.25 or Deep Tank Lots) (P.S. 200) (P.S. 400) 
Diesel & Gas Oils San Pedro, Calif. $3.44(5) $1.70(5) 
32 Diet inger cocci: EE aes ree: ee aS 
= eesses ee or resesesecoes . ° . . . SS q 
pew oe Diesel index 220.000, 8 25-8.975-8.5-8. 625 a on saan $2.00(4) 
eavy Fuels—Cargoes ~ . 
i as es OD UE, cod escsceresec astbtents $2.35(2)-$2.50 
Bunker C Fuel ....... eeeee §1.50(5)-$1.75-$1.85(2) MEXICAN BUNKER PRICES 
Posted Export Prices of Socony-Vacuum Overseas Supply Co. for Sale in Cargo Lots. U. 8S. DOLLARS PER BBL. OF 159 LITERS 
(Prices are per bbl. of 42 U. S. gals., exclusive of local port or other governmental charges, Bunker C Diese 
sales taxes, etc., if any; FOB point indicated, for gravities shown; 2c per bbl. differential per (Ships Bunkers) 
degree of gravity applies for gravities below and above those shown.) — Mexican Gulf 
Type of Price API Effective : 3.75 
Crude Per Bbl. FOB Point Gravity Date a. lee a — 
Arabian $1.75 Ras Tanura, Saudi Arabia 36-36.9 Nov. 1, 1950 Minatitian ...... 1.65 3.75 
Qatar $1.81 Umm Said, Qatar 39-39.9 Nov. 1, 1951 3 hg ” Pacific Coast 
Arabian $2.41 Sidon, Lebanon 36-36.9 April 1, 1951 Guaymas $2.50 $5.00 
Iraq-Kirkuk $2.41 Tripoli, Lebanon 36-36.9 April 1, 1951 Measaaitie ..... 2.50 4.1u 
Araq-Basrah $1.67 Fao, Iraq 32-32.9 Dec. 24, 1951 vhgghot: , 


Salina Cruz ..... 2.50 4.10 
VENEZUELAN CRUDE PRICES 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB --- - —__——— 








deepwater terminals at ports named, and are subject to crude availability and company’s require- 
ments; 2c per bbl. differentia] per degree of gravity applies for gravities below and above those 
shown, except for Lagunillas Heavy for which price shown applies regardless of gravity. Price 
applicable for each cargo is that in effect at time vessel tenders for loading. For purchases made 29 YEARS OF RELIABLE 
in fields, prices shown are basis for such purchases with deductions being made for terminaling 
and pipe line services in accordance with published tariffs. Purchases not subject to contracts with 
Venezuelan government are made at prices established by schedule shown below less ic . Ol PRICE REPORTING 
Price Effective 
Grete Gravity API eas a * ni — — This, in just a few words, is the story of 
MORGUNOTD ccccccccces 14-14.9 Las Piedras or Amuay Bay uly 24, rvice. 
Tia Juana Heavy ..... 19-19.9 ies Amuay Bay Sept. 1, 1952 Platt’s OILGRAM Price Se 2 - 
Lagunillas Heavy ..... Flat 2.00 Las Piedras or Amuay Bay July 24, 1952 Since 1923, it has been recognized 
Tia Juana Medium .... 26-26.9 2.20 Amuay Bay July 24, 1952 indu: as the foremost 
Tia Juana 102 L.P.... 26-26.9 2.44 Amuay Bay July 24, 1952 throughout the on rn 
Tia Juana Light ...... 30-30.9 2.28 Amuay Bay July 24, 1952 daily oil price reporting agency. 
| GPE RO 30-30.9 2.33 Las Piedras or Amuay Bay July 24, 4 constantly been the major source of oll 
REED 6 cess-ecceoade 48-48.9 2.95 Tucupido July 24, 195: atio good reason. 
San Joaquin .......... 42-42.9 2.81 Puerto La Cruz July 24, 1952 price inform n, and gh of 
EN anctcieondeckea ee 2.57 x Puerto La Cruz July 24, 1952 » «+ « OILGRAM has yo staff ; 
BEMPMER cece ccccccvcee 35-35.9 2.63 Puerto La Cruz Sept. 1, 1952 oil ice experts em any o 
Re 32-32.9 2.57 Puerto La Cruz July 24, 1952 . pr ig 
Quiriquire 22022055055! 18-18.9 2:24 Caripito July 24, 1952 price reporting agency. 
sTembiador .....5.200. 20-20.9 2.28 Caripito Julv 24, 1952 | . . « « OILGRAM is the most complete 
Pedernales ..........00. 20-20.9 1.27 Capure (Perernales) Sept. 1, 1952 price report available to the oil man. 
AVIATION GASOLINE PRICES . « « « OILGRAM has the complete con- 
(Prices wre for tank cars, barges or truck transport lots; aviation gasoline meet specification | fidence of its subscribers. More than 
MIL-F-5572, unless otherwise noted. ) | : ndr il men 
District Grade 100/130 Grade 91/96 Grade 80 ninety out of every one hu : "3 pede 
Te ess. pduw as es 17.6-18.6 16.1-17.2 15.6-16.2 | | who once subscribe renew their subscrip- 
SL. wx 60 cnnegeld cues ew eesé ic 18.2 16.7 15.95 | 


tions year ofter year. 


Ce beth ner wad iped ace seek . aed bes if you are dependent upon daily oil prices 


PR DG Sibu do besericececée 














et" SS EN ni. a 16.46 15.85 in your marketing operation, you should 
Norfolk, ‘Va. tga 17.85 16.35 15.6 | | be an OILGRAM Price Service subscriber. 
SI ed es ats a ohne ; : ao i 4 
New Orleans, La. (Baton Rouge) ...... 17 15.5 14.75 We invite you to accept a week's Trial 
SSIES 3.41. c000 0% rcbecagpedaxes 16 .5-17.25 15-15.75 14.5-15 | Subscription with our compliments. There 
LAKE PORT TERMINALS is no obligation on your part whatsoever. 
Buffalo Cleveland Detroit Toledo | | A letter of request on your a 
90 Oct. Premium ....... Suaseueay ey eee Py ahd | letterhead is all that is required. 
0 SN OI sg 5 oss hes o anne ove 14.5(3) aa ese as | | Write today to: 
PEL -d bewbb dred etc nb.n00casd es 12.4515) eee vTr 11 i 
Diesel Fuels «2-0... 0. 0.0... c2., 11.95(3) "Re 10.35-10.95 10.25 Platt’s OILGRAM Price Service 
WI Se Foe ce as cee ss iy NY 11.2-11.7 10.75-11.1 
Se We Mp Sida Gas zs oybe os <sac 11.45(4) Sak, 10.2-10.95 10-10.1 | | 1213 W. 3rd St., Cleveland 13, Ohio 
BO, BO PO encccsscey a ae awe 8 .5(a) 7.35(4) 7.25(3) | 
No. 6 Fuel 9(2) 8.1(a) 7.1(4) 7(3) 
(a) Delivered Cleveland. 













cil tanks, old and new, fora 


te 3 mit haw hi colhcerp tah: 
See your regular Supply House. “JUST FILL 'TIL THE WHISTLE STOPS" 


Mfd. 
Model LC for old] ty SCULLY SIGNAL COMPANY  conoiig ai "toss. 
customer tanks tank installations 


Canadian Licensee: EMPIRE BRASS MFG. CO. LTD., Toronto, Ontario 
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INDEPENDENT MARKETERS 


Maine to South Carolina 
FIFTH AVENUE, NEW YORK 20. NY 
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OIL PRICE SECTION 





effect Oct. 6, 1952, as posted by principal marketing companies at 
their headquarters offices, but subject to later correction. 

Inspection fees per gal., included in both gasoline and kerosine prices, 
unless otherwise specified, are as follows: 

Ala. 1/40c on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 
2/25c; Kans. 1/100c; La. 1/32c; Minn. 5/200c; Mo. 1/25c; Neb. 2/100c; 
Nev. ‘1/20¢; N. C. 1/4c; N. D. 1/20c; Okla., 2/25c; 8. C. 1/8; 8. D. 
1/40c; Tenn. 2/5c; and Wisc. 3/100c. 


Tank Wagon Prices 


Prices for gasoline do not include tazes; 
inspection fees as shown in next column. 
separate column, include 2c federal, 
county taxes as indicated in 
also do not include tazes; 


they do, however, include 
Gasoline taxes, shown in 
and state tazes; also city and 
footnotes. Kerosine tank wagon prices 
kerosine taxes where levied are indicated in 


footnotes. Discounts, if any, are shown in footnotes. 


ATLANTIC Atiantic = 
REFINING (Regular Grade) No.1 No. 2 
Fuel Fuel 


Dir. Cons, 
T.W. % ah Taxes T.W. 
15.3 5.3 7.0 14.8 


T.W. 
13.6 
13.95 
13.95 
13.95 
13.6 
13.0 
13.95 
13.6 
13.9 
13.9 
13.9 
13.3 


Allentown, Pa. 
Altoona 

Erie 
Greensburg 
Harrisburg .... 
Philadelphia 
Pittsburgh 
Reading 
Scranton . 
Wilkes Barre .. 
to a 
York 


15.6 
15.3 
- 14.7 
- 15.6 
- 15.3 
15.3 


13.1 


ce 
ms 


Conn. 
Hartford “a 
New Haven ... 
Boston, Mass. . 
Fall River .... 
Springfield 
Worcester 
Prov., 


13.6 
13.1 
13.4 
14.1 
13.6 
13.3 
ny 0 


Binghamton soe 
Buffalo 
Elmira 
Rochester 
Syracuse 
Watertown .. 
Baltimore, Md. 
Richmond, Va.. 
Charlotte, N.C. 
Jacksonville, 
Fla 


14.3 


14.6 
14.3 
15.2 
13.3 


Det eek ek tek teak tet fe fat kat ft fad tft 
SAAKASAARSE SS SAAS SS: 
GARQPUDUAIDARBOeHrAOOCw: wo 


Dek etek ek bk tet ft ttt 


—- 
a 
mo 
CO OCPAMARAAMARAAAAAWAHD, ON 


PF PSP AAAKQAaare les 
SO SSSSSSSSOSOSOSOWUNwWWO- Oo 


ey BRUAARUADADAS 


~ 


15.2 


Mineral Spirits V.M.&P. 
T.W. T.wW. 

16.5 

20.0 


18.0 
21.0 


Philadelphia, Pa. .... 
Pittsburgh 


Heavy Fuel Olls—T.W. 


No. 6 


Philadelphia, Pa. 6.07 


Notes: 
Kerosine—Thru Penna. & Del., 


gal. 
at one time. 


add 2c per 
for t.w. deliveries of less than 25 gals. 
Camden—-Add ic for deliveries of 
100-299 gals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stod- 
dard Solvent. 


(N. B. Prices are 
tankwagon prices. Current selling 
prices may vary ‘from those shown 
because of local conditions, ) 
Conoco 
N-tane (3rd Gaso- Kero- 
(regular) Grade) line sine 
Wagon Taxes 


Continental's 


CONT’L 
OlL 


“ 
bd 


Denver, Colo. 
Grand Junc. 
Pueblo ove 
Casper, Wyo. 
Cheyenne 
Billings, 
Butte 
Great Falls 


Mont. .. 


Twin Falls, Ida.. 
Albuquer. 

Roswell 

Santa Fe 
Muskogee, 
Oklahoma City .. 


15.0 
14. 
12.7 
12. 
12. 


WAUwWy~OHRASOOCOINAND 
AMMoOUNSscooooooososo 
UO MONUNWNNAAROUHA 


Taxes: 

Gasoline tax column includes these city taxes: 
Albuquerque & Roswell, 0.5c; Santa Fe, 1c; 
Cheyenne, 1c; Casper, ic. 

Discounts: 

Salt Lake City and Twin Falls gasoline 
and kerosine prices apply for deliveries of less 
than 200 gals.; 200-399 gals., deduct 0.5c; 
400 gals. and over, deduct Ic. 

Notes: 
T.W. prices are to consumers and dealers. 


OCTOBER 8, 1952 


These prices in Kerosine 


CHEVRON 
STANDARD OF (i-gtar) av. 80/87 
CALIFORNIA 60 Gais. « ove 


San Fran., Cal. 
Los Angeles 
Fresno ... 
Phoenix, Ariz. 
Reno, Nev. 
Portiand, Ore. 
Seattle, Wash. 
Spokane 
Tacoma 

Boise, Idaho 
Salt Lake, U~. 
Honolulu, T. i. es 
Fairbanks, Alaska 
Juneau ° 


Ff 


=) 
= 
” 
3 


es 
DAeIRNODOOHWAISH 
em WAID WOOO AIIRAS 
couccuauoucunn 


(400 gals. or more) 
(ex all taxes) 
12.4 
11.9 
13.3 
15.8 
15.3 


San Fran., 
Los Angeles 
Fresno .......+.6: 
Phoenix, Ariz. 
Reno, Nev. 
Portland, Ore. 
Seattle, Wash. 
Spokane 

Tacoma 

Boise, Idaho 

Salt Lake, U. 
Honolulu, T, H. .. 9 
Fairbanks, Alaska x35. 
Juneau x22 


Cal. .. 


16.3 
16.8 
13.5 


bt et ar aden Co DOM 
Go © bo en Go tr en te DO 


Taxes: 

Boise—Sc gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor 
fuel only; avgas taxes are 2c federal, 4c 
state. 

Honolulu—8.5c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c terri- 
torial. Standard Diesel/furnace oi] price is 
ex ic territorial liquid fuels tax. All T.T 
prices are ex Hawaiian gross income tax of 
1% to resellers, 2.5% to consumers. 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals.; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where %.5c differential applies 
to 40-399 gal. delivery; for less than 40 gals. 
add 4.0c gal., except at Honolulu add 4.5c¢ for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviétion 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals.4 
Prices for Chevron Supreme (Premium) are 
2.0c gal. higher than Chevron (Regular) for 
quantity delivered, except at Salt Lake which 
is 1.5¢ gal. higher. For less than 40 gals, de- 
liveries, add 4.5c gal. to 400-gals.-and-over 
price, except at Honolulu, add 5.0c gal. for 
less than 40 gals. (Marine) and less than 100 
gals. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/130, and 8.0c for 115/145. 

Kerosine—T.T. prices, except at Salt Lake 
City, apply to deliveries of 40-199 gals. For 
other deliveries: less than 40 gals., add 4c; 
200-399 gals., deduct 3c; 400 gals. & over, 
deduct 4c; tank car-truck trailer, deduct 5.5c. 
Salt Lake City posted tank truck price is for 
minimum 40 gal. deliveries. 

Standard Diesel/Furnace Oil & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 
gals., add ic; 200-399 gals., add 0.5c; less 
than 40 gals., add 5c. 

x Effective Sept. 16. 


Humble 

Gasoline Gaso- 

Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 
19.0 17.0 
17.0 
17.0 
17.0 


HUMBLE 
OlL 


Dallas, Tex.. 14.0 
Ft. Worth .. 14.0 
Houston - 14.0 


San Antonio. 14.0 19.0 


Notes: 
T.W. prices are to all classes of dealers and 
consumers. 


inspection fees only: Ala. 


1/2c; Iowa 1/50c; Mich, 1/5c. 


Esso Gasoline 


ESSO 
STANDARD 


Atlantic City, N. J. 
Newark - 
Baltimore, Md. 
Cumberland 
Washington, D. C.. 
Danville, Va. 
Petersburg 

Norfolk 

Richmond 

Roanoke 
Charleston, W. Va. 
Fairmont 
Parkersburg 
Wheeling 

Chariotte, 

Hickory 

Mt. Airy 

Raleigh 

Salisbury 
Charleston, 8. C. .. 
Columbia 
Spartanburg 

New Orleans, La. 
Baton Rouge 
Alexandria .. 
Lake Charles 
Shreveport 

New Iberia ....... 
Knoxville, Tenn. 
Memphis 
Chattanooga 
Nashville 

Little Rock, Ark. 


ceoscooooooooooso 


aH ee OS eOaNK BONN wWwWOSCS 


coecoeoooooso 


Le POOOSOCS SOOSCOSSOOO OOS AAIIDHSSSIIs8s 
Zeooo 
BOSUNHA MAUD: 


< 


Newark, N. J. 

3,600 gals. & over... 

Steel bbis. 
Baltimore, Md. 

3,600 gals. & over... 

Steel bbis. eee 
Washington, D. C. 

100-499 gals. 

500-3,599 gals. wat 

3,600 gals. & over... 

Steel bbis. 

FUEL. OILS—T.W. 
N No.2 No.4 No.6 


o, 


Atlantic City, 
Newark, N. J 
Baltimore, Md. .. 
Washington, D. C. 
Norfolk, Va. 
Danville 
Petersburg ... 
Richmond 
Roanoke ......... 
Charlotte, 

Hickory ......+-0. 
Raleigh . 
Charleston, 
Columbia 
Spartanburg . 12 

Taxes: Louisiana ’ kerosine prices” do 
clude ic state tax. 

Notes: 

Kerosine No. 1 — Atlantic City prices 
for deliveries of 300 gals. or more; add ic 
100-299 gals. 2c for less than 100 gals 

No. 6—Washington price is for min. delivery 
of 1,050 gals.; for min. delivery of 2,500 gals. 
price is $2.48 per bbl. 


N.J. ee es 
ose S 3.584 $2.656 
3.52 2.59 
3.68 2.54 


= 
ow 


: eo: ww. CBSSOL 
WlAIwWA DOH 


= 
ao 


not 


are 
for 


(Prices are per imperial gal.; to 
arrive at price per U. 8. gal., 
subtract 1/6th.) 
Gasoline 
(Regular Grade) 
Dealer Gasoline 
T.W. 


IMPERIAL 
OlL 


Kero- 


St. John’s, Nfid. 
Halifax, N. 8. .... 
St. John, N. B. ... 
Charlottetown,P.E. 4 
Montreal, P. Q. 
Toronto, Ont. 
Hamilton, Ont. 
Winnipeg, Man. 
Brandon, Man. 
Regina, Sask. . 
Saskatoon, Sask. .. 
Calgary, Alta. 
Edmonton, Alta 
Vancouver, B. C.. 
(*) Price is for Esso Extra (Premium). 
Taxes: Gasoline taxes are provincial taxes. 
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Oil PRICE SECTION 





Tank Wagon Prices (Continued) 
SOCONY VACUUM 


s/V 8/\ 
Mobilgas Aircraft Mobilfuel MOBILHEAT No. 4 No.6 
Grade Grade Grade Mobilgas (Regular Grade) Mobile Kerosine Diesel (No 2 Fuel) Fuel Fuel 


Gasoline 80 91 100 Cons, Dir. Cons. Dir. v.C. Yard T.W. T.C. T.W. T.C. Yard T.W. T.W. T.W. 
Tazes T.W.: F.W. £.W. 7.0. £.C. T.W. £.W. 
New York eevee 








Manh. C0 « zi ee meet ouen 14.7 14.7 - 14.4 13.6 eee 13.2 10.69 5.97 
Bronx 6.0 bees ° ose cewe seen 14.7 14.7 11.6 14.6 eées 13.6 10.4 13.3 10.69 5.97 
Kings sorcesce GeO ae e% ae? se coon 14.7 14.7 10.85 11.4 14.4 10.4 13.6 9.85 10.3 13.2 10.69 5.97 
GRGGRD acvckdsc 6.0 : , = ‘6 - 14.7 14.7 aaa wh 14.4 boa 13.6 ne 13.2 10.69 5.97 
Richmond ‘ 6.0 ‘ cnee esas ehed ad 14.7 14.7 10.75 11.2 14.2 10.3 13.3 9.75 10.2 12.9 10.69 5.9% 
Albany, N. Y. O08 BBR us... BI BT Bs BF 11.05 11.4 .... 10.6 13.4 10.05 10.4 13.0 9.42 6.36 
Binghamton sé 6.0 ‘ : ites 14.7 14.7 15.8 15.8 12.45 12.8 15.7 12.0 14.8 11.35 11.7 14.3 + 
Buffalo ...... 6.0 21.0 22.0 24.2 14.5 14.5 15.5 15.5 12.4 12.8 15.9 12.1 15.2 11.45 11.8 14.7 10.2 
Jamestown hdeng ee Po aeeke 14.7 14.7 15.8 15.8 12.45 12.8 16.1 sae Sek 29.08 262 <h.6-~: 255 
ee 6.0 eae 15.0 15.0 11.35 11.7 4.7 13.9 10.5 13.5 10.71 
Plattsburg ead 6.0 ry é oe oT —s eens 16.1 16.1 1: 12.7 ae bea 11.45 11.8 14.4 
Rochester . coeee 6.0 90.9 21.9 23.9 14.4 14.4 15.5 15.5 1 12.9 16.0 15.1 11.55 11.9 14.6 
Syracuse . ee 6.0 14.4 14.4 15.4 15.4 1: 12 11.9 14.58 11.25 11.6 14.3 
Bridgeport, Conn. .. 6.0 os 14.8 14.8 1 10.95 9.95 9.95 13.1 
Danbury . : 6.0 ead oi 15.3 15.3 aon apex es 
Hartford 6.0 13.8 13.8 15.1 14.1 11.35 11.5 ere 10.9 13.8 10.35 10.5 13.6 
New Haven 6.0 20.5 , ark 13.5 13.5 14.8 14.8 10.95 10.95 ... 10.5 13.5 9.95 9.95 13.1 
Bangor, Me. 8.0 : . 44.5 14.5 16.2 16.2 11.75 . 15.9 11.3 14.4 10.75 ... 14.0 
Portland s.0 22.4 23.4 13.8 13.8 15.0 12.4 11.05 15.2 10.6 13.7 10.05 ... 13.3 
Boston, Mass. 6.3 19.0 20.0 22.0 13.7 13.7 14.9 14.9 10.95 15.4 10.5 13.8 9.95 .. 13.4 
Concord, N. H 7.0 16.0 16.0 14.3 13.9 
Lancaster 7.0 P 17.4 17.4 15.8 14.3 
Manchester 7.0 ate ‘ 15.7 15.7 va : 16.1 aw 14.4 “ae os 14.0 
Portsmouth 7.0 21.2 22.2 14.4 15.3 15.3 11.55 11.1 13.9 10.55 13.4 
Providence, R. I 6.0 19.8 20.8 22.8 13.7 13.7 14.9 xt13.9 10.95 . 15.0 10.5 13.7 9.95 .. 13.3 
Burlington, Vt. 7.0 . inte Sowe 14.6 14.6 15.6 15.6 23.26 23.25 cece 11.9 14.5 11.35 11.35 14.1 
Rutland Jt ae =i ‘ord suas ee * wef | - RD ~ vs asso See stey Se (Rw : 
Tank Wagon Prices Buffalo N. ¥. City Rochester Syracuse Boston Hartford Providence 
Mineral Spirits ine egecbes band itewied oe 18.5 17.0 20.0 21.0 18.0 19.0 18.5 
V.M.&P. Naphtha ... ; 20.5 18.5 21.5 27.5 19.5 20.5 20.5 
Taxes: N.Y.C. prices do not ‘include. 3% city sales tax applicable to price of gasoline (ex tax). 
Discounts: 
Mobil Kerosine—Mt. Vernon T.W. less 0.5c for deliveries of 300 gals. or more 
Mobilfuel Diesel—All points, 0.5c for T.W. deliveries of 800 gals, or more. 
ned Mobilheat—Mt. Vernon T.W. less 0.5¢ for deliveries of 300 gals. or more. 
Notes: 
Syracuse V.M.&P. price is in steel barrels. Jamestown T.C. prices are delivered prices; all other T.C. prices are FOB bulk terminals 
Mobil Kerosine and Mobilheat tank car prices are to bulk plant operators; tank car prices to commercial consumers are 0.15c higher 
Mobilfuel Diesel tank car prices are to commercial consumers; tank car prices to bulk plant operators are 0.15c less, 
Effective dates: x Sept. 30; xf Oct, 3 
OHIO STANDARD 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular-Grade) Naphthas & Solvents—-Cons. T.W. 
Sohio Sohio Sohio Con- Re- S.R. D.C. V.M.&P. Sohio 
Gasoline Avia, Avia. Avia. sumer _ sell- Sol- Naph- Naph- Varno-_ Sol- Kerosine No, 1 No. 2 
Taxes 30 91 100 T.W. ers 8.8. vent tha tha lene vent T.W. Sohio-Heat Sohio-Heat 
Akron s >» 6.6 22.0 23.0 26.0 18.2 14.7 18.8 20.0 21.5 21.5 20.5 20.5 13.9° 13.9* 12.9° 
Canton .. ap 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9* 3.9° 12.9° 
CES dsssctess CH 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Cleveland . Pr 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13 .9* 13.9* 12.9° 
Columbus ... : 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9* 13.9° 12.9° 
Dayton 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Lima . sersicscdeel. ue 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Mansfield ..... 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Marion ie b6% 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Portsmouth co ae 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Toledo . casas 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9 13.9 12.9 
Youngstown . o4 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9* 13.9° 12.9° 
ie aaraca 6.0 22.0 23.0 26.0 19.0 15.5 19.8 20.0 21.5 21.5 20.5 20.5 13.9* 13.9* 12.9° 
‘axes: 


Hangar operators can purchase aviation gasoline less 4c per gal. State Road Tax by 
A-10 to supplier. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Kerosine, Nos. 1 & 2—Prices with asterisk (*) are for t.w, or drum deliveries of 100 gals. or more; less than 100 gals., 0.5¢c higher. Prices at 
other points are for t.w. or drum deliveries of 50 gals. or more; less than 50 gals., 0.5¢ higher. 
Naphthas—To contract consumers off t.w. prices (except Lucas County) 300 to 999 gals., 0.5c; 1000 to 2499 gals., 0.75c 
5000 or more gals., 1.5¢. Lucas County: less than 50 gals., tank wago% price, 50 to 249 gals., 0.5¢ 
Notes: Renown (third-grade) gasoline prices are same as X-Tane unless ot!ierwise noted. §8.S. 


INDIANA STANVARD 


Tank wagon prices listed below were obtained by NPN corres sphndents who visited Standard of . 
Indiana bulk plants where the company’s prices are publicly posted, Kentucky 


Red Crown (Reg. Grade) Standard 


supporting purchase with State Tax Exemption Form 


; 2500 to 4999 gals., 1c; 
:; 250 to 499 gals., 1c; 500 gals. or over 1.5« 
prices are at company-operated stations. 


Red Cr’n, Red Cr’n. 





tanolex Furnace Oil 








Cons. Dir. Gasoline Kerosine 1-99 100 gals. 100-174 175-999 1,000 gals. : os = — 
T.W. T.W. Taxes T.W. gals. over gals. gals. & over Net me one 
Chicago, Il. 17.3 15.3 6.0 15.8 rt ye aes Peeks was Dealer Taxes T.W. 
South Bend, Ind. 18.0 16.5 6.0 16.6 15.3 14.3 beste , cee Covington, Ky. .. 14.4 9.0 14.5 
Detroit, Mich... 16.3* 14.8* 6.5 15.5 14.6 13.6 ST x nee Lexington .......... 16.5 9.0 15.1 
Mpls.-St. Paul 17.5 15.5" 7.0 16.4 15.0 ‘ 14.0 13.3 12.8 Louisville .. eeseee 15.2 9.0 14.4 
Des Moines, Ia.. 16.9 15.4 6.0 15.8 14.2 13.2 Paducah eeeces 14.7 9.0 14.1 
St. Louis, Mo... 16.7 15.2 6.0 15.5 13.6 12.6 Jackson, Miss. 15.7 9.0 14 
Wichita, Kans, . 14.4 14.0 7.0 14.0 12.2 11.2 Vicksburg —_ 15.2 9.0 13.8 
Omaha, Neb. .. 17.0 15.5 7.0 15.5 13.9 12.9 Birmingham, Ala. 15.7 9.0 14.6 
Fargo, N. - o- 18.3 16.8 7.0 17.3 15.6 14.6 Mobile ...... 15.0 10.0 14 
Huron, 8. 18.2 16.7 7.0 17.2 15.5 14.5 Montgomery 15.8 10.0 14.7 
Milwaukee, ‘Wise. 17.6 16.1 6.0 16.5 15.0 14.0 Atlanta, Ga. 15.9 8.0 14.3 
Augusta 16.4 8.0 16.0 
Fuel Oils—T.W.—Chicago, I, TEXAS Fire-Chief Gasoline Macon .. 15.9 8.0 14.4 
Standard Stanolex (Regular Grade) Kerosine Savannah vehnae 15.2 8.0 15.1 
Heater Oil Furnace Oil co. Dealer Gasoline Dealer Jacksonville, Fla. 15.2 9.0 15.0 
ee a a ae 15.8 14.8 T.W. Taxes T.W. Miami 15.2 9.0 15.15 
100-149 gals. ........ 14.8 Pee Dallas, Tex. .... 14.0 6.0 12.80 Pensacola 15.0 10.0 14.6 
150 gals. & over .... 14.3 al Fort Worth ..... 14.0 6.0 12.80 Tampa 15.0 9.0 15.0 
100-399 gals. ........ ee 13.8 Wichita Falls ... 14.0 6.0 12.80 
400 gals. & over i le A 13.3 Amarillo ........ 14.0 6.0 12.80 Taxes: 
EE cccisasscoe Me 6.0 12.80 ~ ae 
Stanolex Stanolex El Paso enoptamn 6.0 13.85 Gasoline tax column includes" these city & 
Fuel A Fuel C San Angelo 14.0 60 12.80 county taxes: Mobile, 2c city; Birmingham, 1 
a i. . See 10.15 9.0 Waco wh PE 14.0 6.0 12.80 county; Montgomery, ic city & 1c county; Pen- 
750 gals. & over .... 9.4 8.25 poo ia etter apace ya? * 6.0 12.80 sacola, le city, Other taxes not included ir 
Taxes: St. Louis, Mo., gasoline tax includes 1c Houston ...... 14.0 6.0 12.80 prices: Georgia, kerosine, 1c; Montgomery, ker- 
city tax. Des Moines, Ia., kerosine and furnace San Antonio .. 14.0 6.0 12.80 osine 1c; Mississippi, kerosine 0.5c. 
oil prices do not include 4c state tax. State Port Arthur .. 14.0 6.0 12.80 N 7 
sales, occupation, consumer & use taxes to be Notes: Dealer t.w. prices apply also to all Notes: 
added where applicable. classes of consumers with minimum delivery Consumer t.w. prices are same as net dealer 
* ‘“‘Temporary’’ price. of 50 gals prices, 
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DISPLAYED: Advertisements set in special type or with border— 
$13.50 per column inch. 
UNDISPLAYED: “For Sale’’, “Wanted to Buy’’, “Help Wanted’’, 
“Business Opportunities’’, Miscellaneous classifica- 
tions set in type this size without border—30 cents a word. Minimum 
charge $7.50 per insertion. 


CLASSIFIED 








“Positions Wanted’’—15 cents a word. Minimum charge $3 per insertion 
Box number counts 2 words. Copy must reach us by Wednesday 
preceding date of issue. 


All classified advertisements are payable in advance. 
No agency commission or cash discounts on classified advertisements 





For Sale 


BRAND NEW TRAILMOBILE TANKS; 3 com- 


For Sale 


FOR SALE—1946 La France four compartment 


For Sale 


FOR SALE: One 300,000 gal. welded steel stor- 








partment. 6000 gal. tandem axle. (To be sold trailer, 3529 gallons, 900 x 20, good rubber age tank ready for immediate erection Box 

at cost) TRAILER CO. OF LANC., INC., All in A-1 condition 1952 KA 128 Dodge 709. 

1201 Marshall Ave., Lancaster, Penna. Phone tractor, low mileage, as new. Equipped 

4277. with pump. CLARK OIL CO., Ada, Okla. FOR SALE: Well established Fuel Oil Business 
and Lubricating Plant; half million gallons 
storage; located in a large midwest city Ad- 


MR. OIL MAN 


Save those ulcers—own a profitable 
business of your own. Bulk Plants for 
Sale now operating. 125,000 gallons 
per month through controlled outlets 
—excellent farming territory. This is 
a wholesale jobbing business with 
valuable Major Company connection 
located in the central part of the 
United States where the temperature 
is moderate and hunting and fishing 
excellent. If you have $50,000 to 
$60,000 and want to own your 
business, contact us at once. 


BOX 713 











STEEL STORAGE TANKS 
Railroad tank car tanks 6,500 
to 12,000 gal. cap. Coiled 
and non-coiled. They’re heav- 
ier, safer, cheaper. 

Also complete tank cars 
8,000 and 10,000 gal. cap. 
Your inquiries solicited 
Marshall Railway Equipment Corp. 
50 Church St., New York 7, WN. Y. 
Phone: COrtiandt 7-8090 


dress Box 710, 


3850 GALLON, 1941 Std Steel Works 4 
Compt, complete underslung boxes. 2” meter 
clean, real buy. Price $1650.00. HIland 13455 
BRUCE E. HACKETT CO., 621 West 58 St., 
Kansas City, Mo. 


1947 DODGE COE Semi 3075 gal. tank four 
compartments with meter, side racks and 
skirting. 22,000 actual miles. KENT MOORE, 
530 W. Garfield, Glendale, Calif, 


Position Wanted 


METER MECHANIC, five years experience on 
most types of flow meters and their computing 
components. Willing to relocate. Box 711. 














WESTERN PENNA. 
Scale Wax Quoted Lower 


Lower prices for white crude scale wax were reported 
in Western Penna. the first week in October. Prices of 
all other products were unchanged, and there was no 
marked change in product demand. Lube oil prices gen- 
erally continued firm, with spot trading quiet except for 
inter-refinery buying. Some refiners reported increased 
light fuel shipments, and gasoline demand continued ac- 
tive. 

Scale wax was offered upward from 3.75c in tank 
cars, 0.lc lower than prices previously reported. While 
volume of domestic inquiry continues to increase, prices 
have failed to strengthen, and shipments to the East 
Coast continue nil due to an “extremely competitive ex- 
port” situation, several refiners stated. 

Open market demand for bulk lubricating oils con- 


Drop Midwest LPG Summer Discounts 


TULSA—Discounts to spur summer sales of liquefied 
petroleum gases to Midwest buyers generally have been 
withdrawn, according to trade reports last week. A num- 
ber of Oklahoma sellers say they have discontinued 0.5c 
summer discount, effective Sept. 30, and similar discounts 
at Texas shipping points are being rescinded Oct. 1. 

Prices for LPG generally are unchanged and firm at 4c 
for propane, 4.5c for butane-propane mix, and 5c for bu- 
tane, FOB Group 3. 


Oil Price Index Unchanged 


WASHINGTON—Bureau of Labor Statistics’ wholesale 
oil price index was unchanged for week ended Sept. 30 
from preceding week. Current index (also representing 
week ended Sept. 23) is shown below in compariswn with 
corresponding week a year ago (1947-49 equals 100): 


tinued slack. At the same time, most refiners said their Sept. 30, 1952 Oct. 2, 1951 
inventories of heavy grades were in balance with require- Crude and products aye. Ay 108 ° 
, : : P . Crude os oe ee ° ‘ 109.0 09 
ments and there was no indication of excess supplies Refined products . : oe 108.4 111.5 
except on light neutral oil. Gasoline PRS! PRS Fe . 115.0 115.0 
5 : Kerosine .. " ots : >» Yr 112.8 109.7 
Inter-refinery purchase of bright stock at 30c and pur- DUsnte CONES. .... dabde sss aceeds ie: 38.3 112.9 
chase of another lot at same price, for resale, were re- Ee Ree ae eee 80.7 101.0 
ported Lubricating oils ... Rocce thhaee on 97.5 102 4 
F Natural gasoline shims cccngeuss 2 101.7 93.5 
. > . . 
Summary of River Barge Commercial Oil Shipments from Gulf Coast—August 1952 
(Figures in bbis. From data prepared by D>partment of Interior, Of! & Gas Division) 
Crude Ol Gasoline Kerosine Heating Oil Gas OU Fuel OW Laibes Mise. Prod. Total 
From TEXAS to 
DIST. 1 ..... weses 29,396 OT a, % ey oe 219,179 51,082 299,657 
DIST 2 ..... 423,707 279,570 3.737 42,466 16,104 12,077 pee 847,661 
Ind., Ill., Ky., etc, . basins 383,198 279,570 3,737 42,466 16,104 12,077 ‘ 807,152 
Mo., Iowa, etc. . . rin es 40,509 aa ete 8a 7 40,509 
From LOUISIANA to 
DIST. 1 ........ TT 112,849 4,435 , 12,996 Dp 27.992° 158,272 
DIST. 2 ........ 857,439 1,040,337 131,827 166,332 140,576 7,904 4,006 23,743°* 2,372,164 
pee Sate... - . woe teens rr i 7,904 , ef 7,904 
Ind., Ill., Ky., ete. ... 857,439 941,464 131,827 166,332 140,576 isvake 4,006 23,743 2,265,387 
Mo., Iowa, etc. ..... : ‘ 98,873 aan. © ‘ aie : 7 , 98.873 
From ARK.-MISS. to: 
TT Pa aie , , 616,646 51,333 96,716 a epee . - 764,695 
Ind., Ill., Ky., ete F ) dine 616,646 51,333 96.716 vadins iain , v" 764,695 
Mo., Iowa, etc. . : verses TittrT paees ‘ . ; : PPR. : sans 
TOTAL RIVER BARGES. 857,439 2,222,935 467,165 336,785 196,038 243,187 67,165 51,735 4,442,449 
* Includes 9,011 bbls. unfinished products; 18,981 bbls. asphalt, road oil and aromatic tar 


** Asphalt, road oi] and aromatic tar 
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STATISTICS 





GASOLINE STOCKS 





MILLIONS OF BARRELS 


1948 





1949 1950 
SEPTEMBER 


1951 


1952 


AUG. SEPT 








Gasoline Stocks 
East of Rockies 
Bbis. 
79,916,000 
85,613,000 
91,952,000 
99,609,000 
105,815,000 
. 102,669,000 
102,071,000 


RESIDUAL STOCKS 


West of Rockies 





MILLIONS OF BARRELS 


rq 





1948 


1949 =1950 
SEPTEMBER 


1951 


AUG. 
1952 


SEPT. 





1948 (Sept. 
1949 (Sept. 
1950 (Sept. 
1951 (Sept. 
1952 (Sept. 
1952 (Aug. 
1952 (July 


30) 
30) 
30) 
30) 
30) 
31) 
31) 


Residual Stocks 


28,342,000 
32,638,000 
35,649,000 
34,506,000 
36,018,000 














West of Rockies 
Bbis. 
30,360,000 
39,900,000 
13,624,000 
15,574,000 
18,934,000 
17,790,000 
16,227,000 


DISTILLATE—KEROSINE STOCKS COMBIN 





MILLIONS OF BARRELS 


1948 





1949 


1950 
SEPTEMBER 


1951 | JULY 


AUG. 
1952 


SEPT. 





Distillate and Kerosine Stocks Combined 


1948 
1949 
1950 
1951 
1952 
1952 
1952 


(Sept. 
(Sept. 
(Sept. 
(Sept. 
(Sept. 
(Aug. 
(July 


320 


30) 
30) 
30) 
30) 
30) 
31) 
31) 


CRUDE OIL STOCKS 


East of Rockies 
Bbis 


87,965,000 
94,792,000 
92,764,000 
119,935,000 
137,887,000 
123,539,000 
103,694,000 


West of Rockies 
Bbis. 


14,532,000 
15,071,000 
13,183,000 

9,412,000 
11,829,000 
10,489,000 

9,468,000 





280 ~ 


MILLIONS OF BARRELS 





1948 


1949 1950 
SEPTEMBER 


1951 [JULY 


AUG. 
1952 


SEPT, 








1948 (Sept. 
1949 (Sept. 
1950 (Sept. 
1951 (Sept. 
1952 (Sept. 
1952 (Aug. 
1952 (July 


~~ *Includes 


Crude Oil Stocks 


30) . 


30) 
30) 
30) 
30) 
31) 
31) 


foreign. 


East of Rockies* 
bis. 
202,570,000 
215,514,000 
211,612,000 
225,535,000 
235,134,000 
235,270,000 
243,867,000 


West of Rockies 


32,084,000 
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RUNS TO STILLS—CRUDE PRODUCTION 









































Crude Runs to Stills 








8 East of Rockies West of Rockies 
b/d b/d 
RUNS TO STILLS 1948 (Sept.) 4,811,300 564,700 
7+ 1949 (Sept.) 4,557,100 870,000 
Z CRUDE PRODUCTION yy 1950 (Sept.) 5,131,700 927,600 
Yj 1951 (Sept.) 5,577,000 981,400 
6+ Y Yj 1952 (Sept.) 6,006,000 1,024,750 
" yy yj y 1952 (Aug.) 6,073,500 1,019,000 
3 y / Y 1952 (July) 5,964,200 981,000 
a Y Yj 
+7 y Y y 
“ . 
2 y y j j Crude Oil Production 
& ' j j j y East of Rockies | West of Rockies 
q4- Yy b/d b/d 
Pa j Y j Y 1948 (Sept.) 4,668,100 766,500 
. Y yj yy Yj 1949 (Sept.) 4,042,100 898,100 
+17 yy Yj yy 1950 (Sept.) 4,966,000 921,900 
9 Yy YY Wy Y 1951 (Sept.) 5,279,500 981,000 
Uy yy Yj 7 
° Yy yy Yj Y 1952 (Sept.) 5,422,700 982,875 
344 Y yy Yj Y 1952 (Aug.) 5,216,313 984.675 
= y y y y 1952 (July) 5,941,500 985,200 
j j j ] 
Y yy Yj yy 
1+ j Y Yj y (Figures used for charts and tables are from Bureau of 
Y yj Y yy Mines report for 1948-51 and July, 1952. The figures 
F Y Vy Yy Yy for August and September 1952 are from API weekly 
4 4 V/, 
4 " end of 
1948 1949 1950 1951 | JULY AUG. SEPT. statistics—figures used are for date nearest to d 
month and will be revised as Bureau of Mines reports 
a at cet 1952 become available) 
. . 
Gasoline Consumption by States June 1952+ 
(American Petroleum Institute Figures) 
Tax Ratet Month of. ——6 Month Ending With—— 
June May 1952 dune 1952 dune 1951 % dune 1952 dune 1951 Te 
Cents Gallons Gallons Gallons Change Gallons Gallons Change 
Alabama .. 6 59,923,000 56,106,000 53,578,000 + 4.7 337,873,000 315,575,000 + 7.1 
Arizona .......... 5 24,794,000 26,294,000 23,331,000 $12.7 150,168,000 130,216,000 +15.3 
Arkansas 6% 38,260,000 39,966,000 36,767,000 + 8.7 220,539,000 206,706, 000 + 6.7 
California .. 4% 373,628,000 399,143,000 392,794,000 + 1.6 2,167,657,000 2,141,100,000 + 1.2 
Colorado 6 45,166,000 47,124,000 46,572,000 + 1.2 245,545,000 227,580,000 + 7.9 
Connecticut 4 50,159,000 49,280,000 49,122,000 + 03 270,977,000 258,292,000 + 4.9 
DED. ‘ecshwessds 5 10,692,000 10,370,000 10,097,000 + 2.7 56,066,000 52,874,000 + 6.0 
District of Columbia .. 4a 18,221,000 18,471,000 17,965,000 + 2.8 105,017,000 101,365,000 + 3.6 
n° an vve€i ses 7 85,423,000 81,490,000 79,021,000 + 3.1 545,344,000 500,269,000 + 9.0 
Georgia 6 80,299,000 76,239,000 67,969,000 +12.2 457,059,000 417,507,000 + 9.5 
Idaho .. 6 20,221,000 20,589,000 20,303,000 + 1.4 98,984,000 95,938,000 + 3.2 
Illinois .. 4 233,215,000 217,215,000 216,031,000 + 0.5 1,184,194,000 1,162,250,000 + 1.9 
Indiana 4 129,201,000 123,879,000 120,565,000 + 1.5 677,165,000 639,994, 000 + 58 
owa 4 112,780,000 92'842,000 95,623,000 - 2.9 499,658, 706, + 6. 
Kansas 5 79,324,000 87,520,000 72,148,000 +21.3 406,789,000 359,856,000 +13.0 
Kentucky 7 61,299, 54,317, 54,284,000 + A 321,183,000 297,083,000 + 15.1 
Loudon |... 9 35,972, 000 52,288,000 49,358,000 t Be 312,251,000 289:147,000 + 8.0 
Maine 6 21,964,000 22,989,000 23,034,000 0.2 109,516,000 105,754,000 + 3.6 
Maryland ...... 5 57,305,000 55,214,000 51,666,000 6.9 307,681,000 279,977,000 + 9.9 
Massachusetts .......... 4.3 88,147,000 91,027,000 95,378,000 - 4.6 491,557,000 492,494,000 — 0.2 
SUMNER, “Go ouk opecccssce ae 183,046,000 177,374,000 180,041,000 L.5 1,003,421,000 1,009,385,000 — 0.6 
Minnesota ...... 5 105,722,000 90,819,000 y2,138,000 1.4 461,255,000 434,119,000 + 6.3 
Mississippi 7 43,387,000 41,408,000 41,412,000 0.1 248,021,000 232,602,000 + 6.6 
Missouri 2 122'693,000 119,785,000 112,303,000 + 6.6 659,264,000 615,826,000 + 71 
Montana 6 23,993,000 24,969,000 23,130,000 + 8.0 113,577,000 105,745,000 + 7.4 
Nebraska 5 51,250,000 47,749,000 44,434,000 + 7.5 245,439,000 os + yr 
PN Sedck os , 5% 8,165,000 9,555,000 9,237,000 + 3.4 42,215,000 39,360, + 7.3 
New Hampshire . 5 < 12,497,000 12,881,000 12,689,000 1.5 63,914,000 62,221,000 + 2.7 
New Jersey 3 128,805,000 125,133,000 129,649,000 - 3.5 708,068,000 666,453,000 6.2 
New Mexico .. 6 23,077,000 24,612,000 21,578,000 +14.1 134,102,000 118 prog eed + = 
EE Ora 4 258,411,000 255,622,000 255,720,000 - 0.0 1,370, 706,000 1,320,446, + ; 
North Carolina ...... 7 92,060,000 92,854,000 83,155,000 +11.7 533,718,000 499,426,000 + 6.9 
North Dakota 5 31,814,000 26,042,000 30,010,000 —13.2 121,366,000 116,481,000 + 4.2 
GOD wiateddscce 4 217,539,000 210,449,000 212,709,000 — 11 1,186,597 ,000 1 142,178,000 + 3.9 
Oklahoma 6% ° ° ad ® ° 
CGE Mad essecicerscce 6 50,518,000 51,378,000 52,480,000 — 2.1 264,314,000 257,258,000 + 2.7 
Pennsylvania ........ 5 220,419,000 212,459,000 211,830,000 + 0.3 1,179,628,000 1,124,677,000 + 4.9 
Rhode Island .......... 4 16,905,000 15,700,000 17,131,000 — 8.4 89,193,000 87,664,000 + 1.7 
South Carolina ......... 7 48,128,000 47,637,000 46,511,000 + 2.4 279,931,000 251,514,000 +11.3 
South Dakota .......... 5 30,289,000 31,320,000 22,961,000 + 36.4 130,419,000 124,311,000 + 49 
Tennessee PP Te oe i 70,225,000 69,938,000 66,488,000 + 5.2 406, ,000 81, y + 6. 
Texas eee... ee. 4 294,515,000 316,058,000 325,196,000 — 2.8 1,852,998,000 1,781,311,000 + 7.0 
EM it og Suda oi-00 oe 5 19,284,000 21,582,000 22; 106,000 — 24 109,127, 106,297, + 2. 
Vermont 5 9,279,000 9,991,000 9,579,000 + 4.3 47,029,000 44,705,000 + 5.2 
Virginia 6 85,270,000 85,477,000 79,842,000 + 71 478,042,000 440,540,000 + 8.5 
Washington Seveteds 6% 67,227,000 66,918,000 67,122,000 — 0.3 355,989,000 343,627,000 + 3.6 
West Virginia.......... 5 36,790,000 34,595,000 34,127,000 + 14 193,531,000 185,899,000 + 41 
Wisconsin #25 4 105,113,000 95,159,000 98,047,000 - 3.0 466,000 485,359,000 + 3.7 
Ts cn bone ws cc 5 11,715,000 14,126,000 13,152,000 + 7.4 63,776,000 61,658,000 + 3.4 
Total 47 States and D. of C. 4,014,129,000 3,953,953,000 3,890,383,000 21,810,583,000 20,760,968, 000 
a rere 129,488,000 131,798,000 129,679,000 119,838,000 114,701,000 
Change from previous year: 
.. 4. eee ars + 63,570,000 oie. i. wdesevecs 
Percentage change in Daily Avg. +1.63% +4.48% 


+ These are State tax rates per gallon. 
* Not available at time of publication. 


In addition there is the federal tax of 2c per gallon. 


t In general, these figures include all gasoline sold or consumed within the confines of the state, regardless of whether it was for a taxable or 


nontaxable purpose. 
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How many chores does 


U.S. Rubber’s hose perform? 


Loading Bunker oil, Ethyl gasoline and 
regular gasoline through U.S. Rubber’s 
Amazon Dock Hose. 





Here are but a few examples of the many installations 
where “U.S.” hose is working daily on the docks and 
throughout the entire refinery. You'll find it transporting 
oil, gasoline, washing down, thawing out, dissipating vola- 
tile gases. You'll find it ready to fight fires and perform 
many other special jobs...in fact, there is a “U.S.” hose 
for every refinery need. Refinery men know that United 
States Rubber Company hose always exceeds the stand- 
ards of safety boards and protective statutes. For complete 
hose information, write to address below. 





PRODUCT OF 


Pumper trailer with U.S. Rubber’s neo- 
prene-covered fire hose. Capacity is 500 
gallons per minute. 





U.S. Matchless® Steam 
Hose on a typical hose 
rack in a refinery. 





UNceeD S32A TAR. BABAR COMP AN Y 


MECHANICAL GOODS DIVISION + ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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OUR RECORDS SHOW IT’S TIME 
TO LUBRICATE YOUR CAR! 
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SUN OIL’S lube follow-up board serves 
as a constant reminder of upcoming lube 
prospects and is easy to use 


FOLLOW-UP FORM—Sun job ticket is 
designed to expedite and simplify lube 
job follow-ups. Original copy is filed 
at station; duplicate (shown extreme left) 
is printed on postcard stock and divided 
into two parts. Upper part of card 
is reminder postcard which is auto- 
matically addressed when lube ticket is 
made out. Customer gets lower portion, 
postcard is attached to follow-up board 
under date when lube job was completed. 
Reverse of card is at near left 


Follow-up Gives Public Free ‘Service Contract’ 


By HOLGER RIDDER 
NPN Staff Writer 


Gasoline brings customers into 
service stations. The service they 
get is what keeps them coming back. 
That is why oil changes and chassis 





What Motorist Wants 


Do customers want service at 
stations? 

L. T. White of Cities Service 
reports: 

“Last fall a study was made 
to learn what motorists thought 
of the sales and service prac- 
tices of dealers who sold various 
brands of gasoline. Many cus- 
tomers said they would pay $5 
per month for service. They 
wanted radiators, batteries and 
tires kept filled. They wanted 
advice without push on products 
or services available in the sta- 
tion. They desired warnings 
of things which needed fixing, 
though such repairs were not 
sold in the station.” 
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lubrications combine to provide, po- 
tentially, one of the most effective 
business builders available to service 
stations. 


Currently, most oil changes and 
lube jobs are sold as a profit item 
which the customer is asked to buy 
at a certain price. The customer 
views it as merchandise in exchange 
for which he will have to part with 
some cash. The merchandise may be 
a can of motor oil which the custom- 
er isn’t even sure he wants. His car 
runs fine without spending that extra 
40c. But, if he is shown that that 
40c may prevent a burned out bear- 
ing, the price is low and attractive. 


The same holds true for chassis lu- 
brication. Offered to the customer 
as a car protective service which will 
give him smoother riding, squeak- 
free performance, and protection 
against future costly repair jobs, a 
road breakdown or even an accident 
—then the services performed out- 
shine the incidental cost of the prod- 
ucts needed to do the job. 


Moral: Don’t bury the customer. 





benefits under a price tag. Sell serv- 
ices, not oil and grease. 


A while back, L. T. White of Cities 
Service said, “Service contracts may 
become the invention cf ths age.” 


Service contracts are sold now on 
such items as elevators, business ma- 
chines, air conditioning, automatic 
heating and television. Many car 
dealers also sell similar contracts to 
car owners. 


Service stations can offer “service 
contracts” of a sort too. They’re not 
new. They're called follow-up sys- 
tems. 

Unlike the usual service contracts, 
follow-up systems cost that custom- 
er nothing, yet provide services almost 
identical to those obtained under the 
usual service contract. In fact, from 
the customer’s viewpoint, the follow- 
up system offers him many advan- 
tages, such as: 

1—He’s not tied down for a 
specified period to one dealer. If 
he doesn’t like the-service, he can 
switch and he doesn’t lose a pen- 
ny; 

2—He pays only for new parts 
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TIDE WATER ASSOCIATED’S Western Division dealers use the follow-up forms 

shown here. Top——Dealer’s copy (customer's copy is a duplicate) tells what services 

were performed and plays up free inspection dealer provides. Center—Reverse of cus- 

tomer’s copy gives customer dealer's service pledge and tells car owner what services 

car needs regularly. Bottom—When dealer fills in follow-up form, customer's name and 
address are transferred by carbon paper to this reminder postcard 
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or replacements (mostly lubri- 
cants in this case) used in servic- 
ing his car. Most service con- 
tracts work that way too; 

3—He is reminded when he 
needs these services. He doesn’t 
wait until trouble strikes before 
getting the service; 


4—-He arranges to have those 
services performed at his conven- 
ience not when a repair or serv- 
ice man decides it suits his con- 
venience; 


5—He pays only for lubrication 
services, but in addition he gets 
an inspection of tires, brakes, bat- 
tery, windshield wiper, lights, 
wheel bearings, shock absorbers, 
etc. 

Protective Lubrication—Tide Water 
Associated Oil Co. dealers (Western 
Division) for the last six months have 
been using a new type of follow-up 
system which features the “protective 
lubrication” approach. The system 
utilizes a new job or*er and warranty 
form (at left) with which is in- 
corporated a simplified but effective 
follow-up procedure. 

Tide Water’s Western Division says 
the basic and most important instruc- 
tion to the dealer on the use of this 
form is to point out to the dealer to 
“sell” what “we claim” we sell—pro- 
tective lubrication. 

The instructions also point out to 
the dealer the value of the form as 
a reminder to himself and the cus- 
tomer: 

(a) The form reminds the deal- 
er of all the products and services 
he has to sell; 

(b) It calls the dealer’s atten- 
tion to the seven free safcty- 
check features which all lead to 
additional sales; 


(c) It affords the dealer the op- 
portunity to make other “safety” 
recommendations to his custom- 
ers, thereby, providing an addi- 
tional personal service; 

(d) The back copy of the post- 
card reminds the customer that 
certain services are due at certain 
mileage intervals. 

M. S. Pease, manager retail sales, 
Tide Water’s Western Division, says 
the biggest advantage of the new 
form is its simplicity. It is a single 
file system. Other forms or methods 
used by the company require a file job 
ticket and daily recording of informa- 
tion on permanent customer cards. 
Other systems require that the cards 
be reviewed and permanent cards 
require the dealer to make up a sepa- 
rate mailing card. 

Early reports indicate dealers have 
received the new form enthusiastical- 
ly. Mr. Pease says it’s too early to 
determine or prove that the forms 
have increased lube business, but 
many dealers have indicated that 
their lube business has gone up. 

Though no time studies have been 
taken, Mr. Pease feels that no more 
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time is required to fill out the new 
form than was required to fill out 
previous forms used by the company. 

The dealer pays one half the cost 
of the form and the company pays 
the remainder. 


The Pay-Off—aA three-step visual 
follow-up system on lube jobs and oil 
changes has injected new life into 
these services at Sun Oil stations 
throughout the country. Requiring 
only three steps—write it up, hang 
it up, mail it out—the system has 
been enthusiastically received by Sun 
dealers In one district, for example, 
the system has been sold to almost 
100% of the dealers. 

The system was first devised by 
a Sun dealer, George Mulheron, 
Princeton, N. J. It worked so well 
Sun adopted it as a standard follow- 
up system for all Sun stations. The 
system works this way: 


A visual fo"'ow-up board (see illus- 
tration on p. 53) is sold to the dealer 
for $4.95 comnlete—including board, 
clips for holding follow-up cards, 
board lettering, etc. Sun Oil furnishes 
free to the deler the follow-up job 
ticket (see sample on p. 53). Once 
the board is prid for, the only ex- 
pense to the dealer is 2c postage for 
every reminder card mailed out, plus 
cost of pencils and time spent in 
making out the ticket and mailing the 
follow-up cards. 


When a customer's car is lubricated 
or the oil changed (or both), the job 
ticket is filled out. A duplicate of 
postcard stock carries the same in- 
formation as is entered on the job 
ticket. The bottom half of the dup- 
licate is detached and given to the 
customer—showing him what services 
were performed. The postcard por- 
tion of the duplicate—already ad- 
dressed— is clipped to the follow-up 
board under the proper number. The 
board carries clips numbered 1 
through 31. If the lube job is per- 
formed Oct. 8, the postcard is clipped 
under No. 8. Then on Nov. 8, this 
card and all others under that number 
are detached and mailed out. Mail- 
ing procedure consists only of re- 
moving the cards from the board, 
affixing stamps and placing in a mail- 
box. 

The original of the follow-up ticket 
is filed separately for use when the 
customer returns, or to follow up 
further in case the reminder card is 
ignored. 


Does Method Work?—The system 
has been in use now about nine 
months. 

What are the results? Here are 
a few examples: 

Of three Trenten, N. J., stations, 
one reported lubes up 40%; another 
said lube jobs went from 66 to 152 
a month the first six months; the 
third reported the board was an eye- 
catcher which prompted customer in- 
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ORONITE 


ADDITIVES 


provide low treating costs 
at any performance level 


<ccaeastaghen OF YOUR SPECIFICATIONS or your 
ase stock, Oronite Lube Oil Additives offer import 

savings in treating costs. This is because of the high 

activity detergent and inhibitor chemicals from which 
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quiry and provided a “perfect opening 
to talk ’em into my lube bay.” 

Worcester, Mass. — Station’s lube 
jobs up 20% over same period last 
year. 

Columbus, Ohio — Oil ratio up 16 
points since system was installed at 
this outlet. 

Neshanic Station, N. J.—Oil ratio 
at station up 14% since board was in- 
stalled. 

Detroit, Mich.—Dealer reports 2.6 
more lubes per 1,000 gals. of gasoline 
within 60 days after system was 
started. 


While the system itself has proven 
successful, many dealers have in- 
corporated some stunts of their own 
to increase its effectiveness. 

In Canton, Ohio, William Dough- 
erty said the system brought an in- 
crease of three lubes per 1,000 gals. 
of gasoline, but it also created a traf- 
fic jam in his bays every Friday, 
Saturday and Sunday. To avoid this, 
he had a special stamp made for his 
follow-up cards. It offered, to his 
regular customers, lube jobs for 25c 
less on Monday, Tuesday, and Wed- 
nesday. 











out of 


major oil companies 


specify this new, improved 
SPRING-MATIC LOADER 


SO DO 228 OTHER 
PROGRESSIVE OIL COMPANIES 


MODEL No. 460 


(OILCO) 


The Qilco Spring-Matic is the achievement of 
many years of testing and perfecting in collab 


oration with the top technicians of the petroleum 
industry. Model 460, here pictured, introduces a 


new principle of hydraulic operation, yet it is 


interchangeable with counter weights 


Its cam 


design holds the loader in fixed position while 


in use. Its static ground brushes dispense with 
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added wire hook-ups. It has many other new 


that make for ease, economy and 


trouble-free operation 


EQUIPMENT MANUFACTURING CO. 
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Akron dealer Eber C. Brunner found 
his follow-up system was bringing 
customers back—but not soon enough. 
To encourage prompt customer re- 
sponse, he offered a 25c cut on lube 
job price to any customer whose car 
was brought in for lubrication with- 
in 10 days of the postmark on the 
follow-up card. Currently the Brun- 
ner station is averaging 60 more lube 
jobs a month. 

A two-way customer deal was de- 
vised by Sun dealer Elmer Schmitt 
of Cuyahoga Falls, Ohio. To encour- 
age both car wash and lubrication 
business, he made this special offer: 
Regular wash jobs $1.50. To custom- 
ers with “my lube sticker on their 
cars, $1.25.” The result: his lubes 
are up to seven per 1,000 gals. of 
gasoline and still increasing. 

Other lube incentives tied in to 
make the lube follow-up system more 
effective include such ideas as these: 

Special pick-up and delivery serv- 
ice during week days when lube busi- 
ness normally is slack; 

10% discount when customer buys 
lube job, oil change, filter cartridge 
replacement, wheel bearing pack, or 
some seasonal service; 

Spark plugs cleaned free if cars 
are lubricated on certain days. 


Scheduling Lube Jobs — A follow- 
up system can be fitted to the pattern 
of peaks and lulls in the station’s busi- 
ness, and this can also result in han- 
dling more oil changes and lube jobs 
during a week than could be handled 
previously. 

To accomplish this requires a de- 
finite scheduling of oil changes and 
lube jobs. 

The idea isn’t new and has been 
tried with varying degrees of success 
—the success of the venture depending 
on how hard the station personnel is 
willing to work to made it succeed. 


Instead of having customers try to 
cram in lube jobs at the station on 
Friday nights or Saturdays, try 
spreading them out over the week. 
Then there will be fewer customers 
turned down during busy week ends. 
To schedule lube jobs, two objectives 
must be attained: 

1—Preparation of a good schedule; 

2—Educating the customer. 

A schedule can be easily prepared, 
using a sheet of paper divided into 
seven columns (one for each day) 
and dividing those columns into blocks 
representing each hour of the work- 
ing day. In use, the customer’s name 
is inserted in the block representing 
the day and the hour when the lube 
job will be done. Longer time should 
be allowed to complete a lube job dur- 
ing peak hours, since personnel will 
have to spend more time on the island. 
It may be that a schedule of one 
lube job per hour during most of the 
day with a lube job every 1% hours 
during peak hours wiil work out best. 
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However, timing of lube jobs may 
vary with different stations and de- 
pend on the skill and number of lube 
attendants an outlet may have. 


The problem of getting the car to 
the station still must be solved. That 
can be worked out in a number of 
ways. Here are a few possibilities: 


1—An attendant can pick up 
the car at the customer’s home— 
to be delivered later on, or to be 
picked up by the customer at the 
station; 

2—The wife can leave the car 
while shopping, picking it up 
later; 

3—The husband can drop the 
car off on the way to work and 
pick it up that evening on the 
way home, or the wife can pick 
it up during the day when she 
may need it, or it can be deliv- 
ered to the home. 


Arrangements will vary with dif- 
ferent stations, but the possibilities 
are many. 

But a schedule without a customer 
is worthless, so the car owner must 
be educated to scheduled lubrication. 


A number of points can be stressed 
in selling a customer on the sched- 
ule plan: 

No waiting for service—the job is 
done at a specified time; 

Using the follow-up system, the car 
owner is reminded when his car needs 
service; 

The reminder postal card to the 
customer may suggest several dates 
and times when lube jobs can be han- 
dled (it has even been suggested that 
two-way postal cards be used as 
reminders, with one to be returned 
to the station by the customer in- 
dicating on what day he wants his 
car lubricated; 

Scheduled lubrication is used by 
almost all fleet operators. If it’s eco- 
nomical and practical for them, it’s 
even more important to the average 
passenger car owner; 

Scheduled lubrication is a modi- 
fied form of preventive maintenance 
—lubrication and inspection often 
enables remedial action which may 
avoid more serious repairs of a me- 

chanical breakdown, 


Other Approaches—Union Oil Co. 
of California last spring asked a 
number of its dealers this question: 

“How can I increase my lubrication 
business?” 

Here are some of the replies as 
published in the May issue of The 
Minute Man: 

Dave Caudill, Long Beach, Calif.— 
“Personal interest in customers’ autos 
—noticing and repairing those ‘little 
things’ generally overlooked. During 
ordinary lube, service his car with 
preventive maintenance in mind.” 

Wayne Miller, San Bernardino, 
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Calif.—Complete follow-up (and com- 
mission to employes on all service 
work).” 

Pat Patridge, Pendleton, Oreg.— 
“Show a personal interest in every 
lube. Do good work consistently and 
earn the reputation of being a clean 
operator.” 

Robert Shamoon, Reedley, Calif.— 
“By using the follow-up, I have found 
a gain of 30%.” 

Bob Marsh, Reno, Nev.—‘“I have 
progressively built up lube customers 
at the approximate rate of 15% a 





Get all you pay for when unload- 
ing tank cars, transport trucks, 
barges and tankers. 

Use Viking rotary pump equip- 
ment throughout. It’s the proved, 
positive rotary pump with fast self- 
priming. 

It removes all you pay for fast and 
with ease. 

Only two moving “gear within a 
gear” parts assure you of long de- 
pendable life with low power re- 
quirements. 

Send today for informative bulle- 
tins. 


* For bulk plant pumps, ask for 


bulletin B400R. 


* For truck mounting pumps, ask 


for bulletin 1507R. 


* For barge and tanker pumps, 


ask for bulletin 2900R. 


AN HONORED NAME 
IN PUMPING 










month over a year’s time.” 

W. D. Carbis, Helena, Mont.—‘I 
suggest cleaning the windshield on 
the inside. In that way I get to look 
at the door-jamb sticker.” 

Ray Tolle, Santa Maria, Calif.—‘“By 
checking door lube records and listen- 
ing for squeaks.” 

Sam Smith, Knapp Service, Inc., 
Helena, Mont.—‘Ask to open the hood 
release; clean windows inside, clean 
inside of car; empty ash trays, etc.” 

Ray Noble, North Bend, Wash.— 
“If the oil is low, it will take only 
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a few minutes to drain out that old 
oil. I like the expression, ‘a new clean 
oil to a motor is like washing your 
face in the morning.’ ” 

Summed up, Union Oil said that of 
20 dealers answering, seven named 
oil which appeared to be in need of 
a change as the opening wedge to 
talk about lubrication. Nine used the 
doorjamb sticker and five of these 
said that cleaning the inside of the 
windshield was used as an excuse to 
get a look at the lube sticker. Some 
dealers also said floor mats swept 
for the same purpose, while others 
said they asked directly to look at the 
sticker. 


How ‘Extra’ Services 
Can Boost Lube Profits 


Though lube follow-up systems per- 
form a much-needed function in boost- 
ing service station business, the lube 
sales possibilities are almost un- 
limited. The only limitation is that 
set up by service station personnel. 
Occasionally some real salesmen or 
merchandisers are found in stations, 
and the results they realize are proof 





that for the most part the lube sales 
potential is far above the average 
experience, 


What’s the technique? Here are 
a few ideas currently being used quite 
successfully: 


At one station, the dealer and his 
attendant have found that the upper 
control arms of certain models of 
cars are frequently overlooked when 
a lube job is done, and these arms 
quickly develop squeaks. So, when a 
customer drives over the driveway 
hump, that squeak is heard often. 
The attendant mentions it to the 
customer and says he’ll remove the 
squeak free of charge. Nine out of 
10 may refuse the offer, but the 
tenth may accept. Once the car is on 
the lift, the arm is lubricated and 
the attendant suggests perhaps other 
lube points may have been over- 
looked. If inspection proves that to 
be true, it has happened often that 
the customer says, “Might as well do 
the whole job and I'll pay you for 
it.” Field experience shows that in 
cases such as this, the station often 
acquires a new and steady custo- 
mer. He has been sold on the idea 
that this station does a thorough lube 
job. 





Satisfaction Guaranteed—There are 
other cases where station dealers, to 
promote lube sales and customer con- 
fidence, will offer to lubricate a car 
and unless the customer is completely 
satisfied with the job and the re- 
sults, he doesn’t have to pay. A few 
bargain hunters or chislers may be 
found, but for the most part dealers 
who have tried it say it works. They 
say the customer is impressed by the 
money-back guarantee of a good lube 
job and satisfactory results. 


When a customer comes into the 
station for the first time, some deal- 
ers make it a point to note carefully 
if any lube points appear to have 
been overlooked on a previous job. 
If so, then the customer is reminded 
in a polite manner that these points 
were lubricated this time and that 
the customer should see to it that 
they are not overlooked in the future 
or a costly repair job may be needed. 
The point is made, of course, that 
“we follow our lubrication guide very 
closely and lubricate every part of 
the car according to the manufac- 
turer’s specifications.” Again, quite 
often the station gets a new and 
steady lube customer. 


Platform of specifications show that 

Champlin motor oil will more than meet 

the demands of every voter! Write, wire 

or phone for information on a dealership 
- in your territory! 
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Now! A heavy-duty Autocar powered by the 


A great valve-in-head V-8 en- 
gine for heavy-duty highway 
hauling. Made by the Le Roi 
Company, manufacturers of 
V-type internal combustion 
engines for over a quarter of 


SMOOTH OPERATION. Eight cylinders, short stroke, five 
big main bearings give this engine great smoothness whether 
you're idling along in traffic or high-balling on a super highway. 


FLEXIBILITY. in traffic or out on the open road, the Autocar 
Le Roi V-8 is instantly responsive to the driver's wishes. High- 
performance engine packs a wallop throughout its range. 


FULL POWER AND ACCELERATION. Modern carbure- 
tion, valve-in-head V-8 design, aluminum pistons, light flywheel 
deliver full power and acceleration. The Autocar Le Roi V-8 has 
extra power for quick getaways or in emergencies. 


ECONOMY. Good fuel economy under load and at road 
speeds is an outstanding advantage of the high-performance 
engine. Throughout its design, the Autocar Le Roi V-8 is keyed 
to the needs of the profit-minded hauler. 
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CHECK! If you can't see this modern engine in its new low-weight Autocar chassis at 
your nearest Autocar Branch, send for this colorful booklet. Fill in the coupon today. 


He = — The Autocar Company, Ardmore, Pa. 

A u T °o Cc A at 3 New ff Please send me the Autocar V-8 Booklet. 
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Sales Boosters for Stations 


By FRANK BREESE 
NPN Staff Writer 


Individual dealer promotion ideas 
have long been used to try to brighten 
up stations and business. Variety and 
application of them extend from the 
thoughtful touch of placing freshly- 
cut flowers in the women’s restrooms 
to the lure of a free raffle. 


The attitude of many marketing 
companies is reflected in these re- 
marks by the merchandising manager 
of a West Coast major: 


“We provide sales promotion ideas 
and pass along ideas for individual 
use. But we leave it up to the man to 
determine the best possible applica- 
tion for their stations. We encourage 
them to think up their own ideas, too. 


“Something that works here in Los 
Angeles may not work in a small 
town. Or something that is well re- 
ceived in one community may not go 


60 


over in a comparab’e community in 
another area. 


“The object is to try to keep some- 
thing new going all the time. Except 
for our major promotions, we don’t 
try to get the dealers to co-ordinate 
any individual promotions.” 


Some companies observe a _ re- 
strained attitude toward individual 
station promotions, especially those 
involving stunts and gimmicks. So, 
their dealers ordinarily exercise re- 
straint in promotional plans. 


Periodic change of schemes was 
recommended by one merchandising 
official who asserted that the effect 
is lost if a promotion goes on indef- 
initely. 


Some dealers show real ingenuity. 
Some demonstrate aggressive effort. 
And some, of course, don’t employ in- 
dividual station promotions at all. 


Here are some various ideas that 
have been noted in western stations 


REMINDER CLOCK assures hourly rest- 
room inspection. When station opens 
in morning, John Newton, manager, sets 
alarm for an hour later. When alarm 
sounds, attendant inspects and cleans 
restroom, resets clock for an hour Iater. 
Series of alert promotions at this sta- 
tion raised gallonage from 27,000 to 
40,000. Oil ratio is $25 per 1,000 gal. 
and merchandise sales ratio $8.60 per 
1,000 gal. 


WHISKBROOMS ARE STANDARD 
part of gear for attendants at Union Oil 
station managed by John Newton in 
Long Beach, Calif. Idea is not new, 
but Mr. Newton enforces rule that every 
car be given a wipe-and-dust service 


during the recent past, without any 
attempt to compare them or appraise 
their merit: 


$10 Flats—Don Dillon (General Pe- 
troleum dealer), Tucson, Ariz., ad- 
vertises “Let us fix your flats. You 
may win $10. When Mr. Dillon fixes 
a flat, the nail is deposited in a can. 
Every 100th nail wins $10. 

Once the wife of one of Mr. Dillon’s 
competitors had a flat in front of 
his station and had fo call on him to 
fix it. Her nail was the 100th. 


Nail-Bender — Abe Jessup (GP 
dealer), Modesto, Calif., bends six- 
penny nails with his bare hands as a 
stunt to amuse and amaze cus- 
tomers. 


For his vacation, Mr. Jessup usu- 
ally tours the country and incidental- 
ly calls on Mobil dealers. When he 
finds Mobil stations that pass his per- 
sonal inspection, he suggests an ex- 
change of business cards. After his 
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vacation, Mr. Jessup assembles the 
“accredited” station cards on a dis- 
play map. 

When a customer asks for vacation 
travel advice, Mr. Jessup maps out 
a route of stations where he can per- 
sonally vouch the customer will re- 
ceive top treatment. 

Mavie Cartoon—Bob Moss (Rich- 
field dealer), Burien, Wash. has 
bought movie advertising at a local 
theatre, using a cartoon strip which 
runs for 60 seconds, features a back- 
ground voice which publicizes the sta- 
tion, including the statement, “Let 
us service your car while you enjoy 
the show.” 

The strip is shown three times a 
day before an average of 900 persons. 
Mr. Moss believes the personalized 
advertising reaches a large volume 
of car owners. 


Fowl Raffle—Mr. and Mrs. Huxley 
Galbraith (GP dealers), Seattle, 
Wash., staged a raffle with a live 
duck, goose and turkey as prizes. 
With the purchase of five gallons of 
gasoline, the customer received one 
chance on the prizes which were dis- 
played beside the station. The display 
attracted a lot of attention, and Mr. 
Galbraith reported increased gallon- 
age. 

Square Dancing—-Jack Horner (GP 
dealer), Ogden, Utah, has made a 
practice of organizing square dance 
groups within a radius of 100 miles, 
having been a square-dance enthusi- 
ast as a recreation. Nearby square 
dancers patronize Mr. Horner regular- 
ly, and those from outlying areas visit 
him when in town. 

He estimates that square dancing 
is responsible for 30% of his regular 
trade and reports that business has 
risen 400% in five years. 

Courtesy Cars—Ken Smith (Han- 
cock dealer), Sunland Calif., keeps 
three cars (two Plymouths and a 
Cadillac) available for customers hav- 
ing their cars serviced at his sta- 
tion. He reports that this has resulted 
in considerable word-of-mouth adver- 
tising. 

A mass display of 200 tires has 
helped boost tire sales, he reported. 


Hero at Work—Herm Riedel (GP 
dealer), Sonora, Calif. hires the 
town’s current softball hero to spend 
a certain amount of time daily at the 
gasoline pumps during the playing 
season. Sonora townspeople are soft- 
ball fans, so throngs of them visit the 
station to chat with the local hero. 
Mr. Riedel claims this has boomed his 
gasoline sales. 


Whiskbroom Detail—John Newton 


GOOD-WILL TRAILER—John Weaver 
(left) and Everett De Wald, Los Angeles 
dealers, let regular customers use their 
trailer for moving goods and hauling 


rubbish. Demand was go great they 


built a second 
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(Union Oil service station man- 
ager), Long Beach Calif., equips each 
attendant with a whiskbroom. Idea is 
old, but Mr. Newton insists that 
whiskbroom be used on every car. If 
a car goes away without being wiped 
or dusted, Mr. Newton asks why. 
Another practice at the beginning 
of the day, an alarm clock is set to 
ring an hour later. When it rings, 
the restroom is checked and the 
alarm is reset for an hour later. 


Mr. Newton hit on the idea of bolt- 
ing lube oil cans together for display. 
Bolted cans simplify inventory, speed 
cleaning windows and changing of 
displays. 

Gallonage has climbed from 27,000 
gals. per month to over 40,000. Mer- 
chandise sales ratio is $8.60 per 1,000 
gal., oil ratio $25 per 1,000. 


Good-Will Trailer — John Weaver 
and Everett DeWald (GP dealers), 
Los Angeles, acquired a trailer and 
let regular customers use it free for 
moving furniture or hauling grass 
cuttings and tree trimmings. De- 
mand became so great they built a 
second. 

They reported a 300% increase in 
business their first year. 


Hold-Up Man -— Danny Helms, 
(manager of W. J. Cline’s Richfield 
station), Prescott, Ariz. has been 
using the sales pitch—90% of tire 
trouble occurs in the last 10% of 
tire life. 

To dramatize that angle, he has 
used the gag-stunt, on customers he 
knows well, of pretending to hold 
them up. They are caught trying to 
steal extra miles, according to the 
gag. 

License Numbers — Leigh Curtis 
(GP dealer), Lewiston, Ida., has dis- 


~ played a 4’ x 4’ blackboard which 


reads “Five gallons of gasoline free 
today to anyone whose license num- 
ber ends in —.” He writes in a two- 
digit number every morning. 

Townspeople pass by to check 
their license number against the daily 
digit. Mr. Curtis reports that nine 
out of 10 who come in for the free 
five gallons have their tanks filled 
and become steady customers. 

Originally the sign advertised 
“free gasoline”, but one day a dis- 
tributor with a 1,000-gal. tank truck 
and a license ending with the right 
numbers came by. So Mr. Curtis 
quickly posted a limit. 


Sportsmen’s Deaier—Cliff Wilson 
(GP dealer), Porterville, Calif., is re- 
garded an expert on hunting and fish- 
ing. Visiting hunters and fishermen 
call on him for licenses, ammuni- 
tion, firearms and information re- 
garding local conditions. He uses 
the opportunity to sel] them gasoline 
or oil. 


Bike Repair Service—Cecil Jacobs 
(Union Oil dealer), Seattle, has con- 
structed a bicycle repair tool box 
with facilities available to young 
bike-owners. It’s free to the youngs- 
ters who want to work on their own 
bicycles. 


Floral Good-Will — Glen T. Mc- 
Caffrey (Union dealer), Burlingame, 
Calif., obtains a daily list of new 
patients at the community hospital 
To customers, their relatives or ac- 
quaintances appearing on the list he 
sends a bouquet or potted plant 
through a neighborhood florist. 

Mr. McCaffrey reports that repeat 
and new business pays the cost of a 
gesture which in itself develops good 
will. 
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Beat your competitors to those winter profits! Get your customers’ cars 
ready for cold weather — now — with AC Quality Products. They’re time- 
tested for superior service during wintertime or at any time of year. 












With Patented CORALOX iIn- 
sulator — Factory equipment 
on more new cars than any 
other make of spark plug. 


The Industry's Fastest-Grow- 
ing Line — Original or ap- 
proved equipment on Buick, 
Chevrolet, Cadillac and Olds. 


The Only Complete Line — 
More than 100,000,000 have 
been built—more than 40,- 
000,000 are in daily use. 


(_ SPEEDOMETER CABLES + AIR CLEANERS + FLEXIBLE LINES + GAS STRAINERS ) 
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Jobbers Warned of Turnpike Pitfalls 


Oil marketers face a real threat in 
one-company monopoly of toll road 
service stations—or in state opera- 
tion of such outlets. 


This is what a man active in high- 
way planning told Ohio Petroleum 
Marketers Assn. Sept. 16 in Toledo. 
He is George B. Sowers, a consulting 
engineer of Cleveland. Addressing 
jobbers whose awareness of business 
dangers in the proposed Ohio turn- 
pike led them to adopt three strong 
resolutions (see NPN Sept. 24, p. 
31), Mr. Sowers asserted: 

“In those states where fully con- 
trolled access highways are already 
in use,” Mr. Sowers said, “the ten- 
dency has been for the state to grant 
exclusive contracts for services and 
facilities thereon to the highest bid- 
ders in each field of enterprise. Thus, 
the successful bidder for service sta- 
tions or restaurants actually buys the 
right to operate, without competition, 
that particular business along the 
highway. 

“If the present practices of other 
states continue,” he warned, “even 
the large operators of gasoline serv- 
ice stations may not desire the con- 
cessions on the long expressways. 
High rental charges and the require- 
ments of expensive service station 
plants may be used to justify the 
states themselves in entering the 
service station business.” 

He asserted that recommendations 
of Ohio Petroleum Industries Com- 
mittee (based on principles suggested 
by National Highway Research board) 
should be written into state law. 

These would require that “com- 
mercial facilities, such as restaurants, 








garages, stores and gasoline service 
stations, be located in areas adjacent 
to the highway, but outside the nor- 
mal rights-of-way of limited-access 
highways. The state would provide 
entrances and exits for such service 
areas sufficient to satisfy highway 
users.” 

Mr. Sowers said it is felt this 
“would constitute an equitable means 
of retaining the safety features of 
uninterrupted traffic flow.” But at 
the same time it would permit “pri- 
vate enterprise to operate service 
facilities for motorists in areas not 
under the state’s jurisdiction.” 

Turnpike Pitfall—Mr. Sowers also 
warned of other dangers to oil mar- 
keters as a result of turnpike con- 
struction. He pointed out that Ohio’s 
General Code permits the taking of 
access rights of property abutting on 
a freeway by purchase, gift, agree- 
ment, or condemnation. But the 
state, county or municipality must 
compensate the owner for the access 
rights taken. 


However, Mr. Sowers said, “the 
taking of access rights may be in- 
cluded in the ‘fine print’ of the deed 
for the land, and thus not be ob- 
served or understood by the seller of 
the land.” 

Thus oil men might “not realize 
until too late the effect upon their 
right to use or their chance to sell 
their property or its frontage.” 

Mr. Sowers added that even when 
property owners are paid for access 
rights, “they are completely out of 
business at that location. To con- 
tinue in the service station business, 
they must acquire a new site in an- 


COUPLING 
ASSEMBLIES 


KAMLOK Couplings combine speed, perfect perform- 
ance, durability—three features that are indispensa- 
ble. Fastest! Perfectly tight, safe connection in seconds, 
by sliding coupler over adaptor, and pressing cam 
levers. KAMLOKS couple and uncouple instantly, re- 
gordiess of “hookup.” Efficient!) No wasted time— 
effort, achieving leakproof-tight connection that guar- 
antees consistently safe operation at peak efficiency. 
Long-lasting! Made of hard wear-resistant bronze to 
3”, 4” size of OPALUMIN, as strong as bronze, only 
Ys the weight. KAMLOKS add extra life to hose. 


Write for Bulletin F-3 


OPW CORPORATION 


VALVES, FITTINGS, ASSEMBLIES for handling hazardous liquids 
2735 COLERAIN AVE. ¢ CINCINNATI 25, OHIO 





other area and face the problem of 
again building up a business.” 

Partial Control Danger—Mr. Sow 
ers also noted that there are two de- 
grees of access control—‘“full con- 
trol” and “partial control.” 

Full control allows access to a 
highway at selected public roads only 
It prohibits crossings at grade or 
direct driveway connections. 

Partial control does allow cross- 
ings at grade and some driveway con- 
nections. But since these are deter- 
mined by the state, partial control 
produces “ a real legal problem and 
opens up a great field for political 
rewards and punishment.” 

Mr. Sowers said that “friends and 
favorites of the political administra- 
tion in power might give the right 
of access to your competitor, while 
you are fenced off.” He concluded: 
“It would seem that only fully con- 
trolled access could be _ enforced 
equitably.” 


Octane Hikes Near End 
Says Pigott of Gulf Oil 


KANSAS CITY—Octane race is 
over, R. J. S. Pigott, director, engi- 
neering division of Gulf Research & 
Development, predicted here Sept. 24. 
Speaking at seventh annual petro- 
leum conference of American Society 
of Mechanical Engineers, Mr. Pigott, 
who is also president of the society, 
declared: 

“There is a limit to maximum oc- 
tane value even with catalytic crack- 
ing. This limit has been about reached 
and the indications presently are that 
we will have no further major in- 
creases in octane rating.” 

He earlier had qualified his pre- 
diction with statement: “Unless some- 
one develops entirely new refining 
processes not known now.” 

Mr. Pigott also forecast that the 
future trend in automotive design 
would probably be toward “smaller, 
lighter, and much more fuel-economi- 
cal cars because taxes, cost of mate- 
rials and fuels, road space and park- 
ing space point that way.” 

He chided the American motorist 
for his expensive automotive habits. 
“Our general trend in this country,” 
he said, “has been toward higher and 
kigher performance with little atten- 
tion paid to economy. We talk about 
economy occasionally, but are really 
not seriously interested in it yet. Sev- 
eral factors coming into prominence 
now, however, may greatly affect the 
American attitude.” He mentioned: 

Mr. Pigott also compared the char- 
acteristics of American and foreign 
cars and suggested that automotive 
designers in this country could take 
a few lessons from their European- 
brothers. He pointed out that the to- 
tal cost of a foreign car (operation 
and fixed charges, based on 10,000 
miles a year) is 25% less than the 
cost of the popular American car, and 
that the heavy American car costs 
60% to 70% more -than the popular 
car. 
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PAST AND PRESENT officers of Independent Oil Compounders Assn., shown at association’s Sept. 25-26 meeting in Chicago. Left 
to right are: Alan Hart, Franklin Oil & Gas Co., Bedford, Ohio, a new director; Fred H. Helling, Penn-Central Oil Co., Kansas 


City, former president; H. J. Hlavka, Smith Oil & Refining Co., Rockford, Ill. 


, new president; H. P. Riley, Riley Bros., Burlington, 


lowa, vice president; and Ralph R. Matthews, Kansas City executive secretary 


Custom-Built Lubes and Services 
Termed Compounders’ Key to Profit 


By NPN Staff Writer 


CHICAGO — Custom-built lubri- 
cants sold at “quality prices” and 
supplemented with tailor-made serv- 
ices are keys to improving the com- 
petitive position of Independent oil 
compounders. By adding another fac- 
tor—a new approach to salesman- 
ship—the compounder can more than 
hold his own in a highly competitive 
market, Indepencent Oil Compouncers 
Assn, was told at is fifth annual meet- 
ing here Sept. 25-26. 


A panel on the subject, “How In- 
dependent Oil Compounders Can In- 
crease Sales,” was the highlight of 
the meeting. The following parti- 
cipated in the panel discussion: 


J. W. Hopkinson, president, Penn- 
Petro’‘eum Corp., Detroit, who served 
as moderator; C. F. Battenfeld, pres- 
ident, C. F. Battenfeld Oil Co., De- 
troit; James Maloney, vice president, 
Universal Motor Oils Co., Wichita, 
Kans., Jack C. Nourse, president, 
Nourse Oil Co., Kansas City, Mo., and 
L. F. Paape, president, Filmite Oil 
Corp., Milwaukee. 


Because of the importance of many 
of the points brought out during the 
panel discussion, and keeping in mind 
that what applies to merchandising by 
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the compounder can a!so be applied in 
Independent marketing operations, 
NPN presents herewith the partial 
text of three of the papers prepared 
for panel discourse. 


L. F. Paape, Filmite O11 Corp. — 

. I believe Incependents have a 
great many valuable ta'king points 
when contacting the trace, but too 
often they are never used. In fact, 
I feel that much too often the Inde- 
pendents’ first and chief talking point 
is lower prices ... A lower price will 
never hold a customer. We have him 
while we ave the low priced man, but 
he is lost just as soon as a lower 
price is offered. 


“ 


“I feel that one of the real ad- 
vantages of the Incependent oil com- 
pounder is his flexibility. By this I 
mean that he carries a large variety 
of base oil stocks, fats, additives, etc., 
from which he can build lubricants 
to fit a specific requirement . . . This 
flexibility Coes not exist with a large 
company. Their representative sells 
what he has in his price book and 
that’s it. He cannot offer custom- 
built lubricants. 


“There is no question but what 
the majority of our customer’s or pro- 
spect’s requirements can be filled by 
supplying a lubricant that is a reg- 


ular standard item in the line. But, 
when we find that small percentage 
of cases where the conventional prod- 
uct does not give satisfaction, here is 
your chance to use that valuable asset 
—a ‘custom-built product,’ whether 
the problem be heat, co'd, leakage, 
corrosion, oxidation, foaming, film 
strength or some other problem.” 


Value of Fiexibility—“You as an 
Independent oil compouncer can easi- 
ly and quickly produce a special lu- 
bricant to do that different or un- 
ucual job better than your competitor. 
In addition . . . the Independent has 
the advantage of selecting oils of 
several choices of crudes and various 
refining methods, which sometimes 
makes the difference in the final re- 
sult. Most large oil companies do not 
have this variety of base stocks to 
chooze from. 


“Manufacturing an oil of unusually 
high viscosity index or anti-foaming 
characteristics will many times out- 
perform a conventional oil. I have 
in mind, particularly, hydraulic oils 
used in the contractor’s equipment or 
road machinery . . If you invest- 
igate, you will find that the average 
oil company is selling for this ap- 
plication what is known as ‘ice ma- 
chine oil,’ and that is most generally 
their recommendation. 

“Special hydraulic oils . . . will be 
far superior and prove to your cus- 
tomer that the Independent can fur- 
nish better suited products. The high 
viscosity feature .. . will really show 
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its value in low temperature opera- 
tions, such as highway snow removal 
equipment. 

“For example, a hydraulic oil can 
be produced with a viscosity index 
of over 160, and this product will 
readily pump at 50° below zero with 
about one-third the power required, 
as compared to the old-fashioned ice 
machine oil. Such unusual features 
in a lubricant will prove you, as an 
Independent, are able to do the job 
better. 

“Another application of this ‘cus- 
tom-built’ lubricant is in the field of 
motor oil and Diesel oils. Very often 
we have found that because of a cus- 
tomer’s particular operations, or se~v- 
icing schedule, he does not get by 
with just a so-called conventional oil. 
His combination of conditions may 
require more of a special additive. If 
that’s the case, you produce a spe- 
cial oil, and it does a better job and 
almost invariably it will .give you 
a better profit; plus the fact that as 
your customer knows he needs and 
gets a special oil, it is far move ¢if- 
ficult for a competitor to pet that 
business. This same special procuct 
blending is quite common in indus- 
trial lubricants. Again, here your 
large o'l company is stopped. He can- 
not do that... 

Price to Match—“To sum up the 
advantages I believe we—as Inde- 
pendents—have, I would say that 
the feature of ‘custom-built’ lubri- 
cants to meet special customer re- 
quirements is perhaps number one, 
and, of course, with that feature 
should come better profit oils and 
greases. You are not very con- 
vincing nor consistent wren you give 
special services of this kind and then 
fail to follow through with a price 
that spells quality. 

When’ your special product over- 
comes their trouble, a lower price 
will not easily get that customer 
away from you... (Also) we have 
found that good nationally sold lines 
of oils or greases, distributed by an 
Independent, can be a great asset 
to your own private brand products, 
providing, however. it must be a qual- 
ity line, backed by quality prices.” 

Cc. F. Battenfeld, C. F. Batten- 
feld Oil Co.—“ . . . Our experience 
in the past few years has led us 
to believe most salesmen do not 
work hard enough or long enough. 
By that I mean they do not put 
all the'r heart and all their time pos- 
sible in their selling job ... A suc- 
cessful salesman endeavors to become 
well acquainted with every man in 
his customer’s organization from the 
top to the fellow who uses the oil and 
grease, The top may drop out, and 
the bottom man may be the top 
man some day, or he may go with 
another company and have the say 
as to what is purckased. 

“Another point that is important 
to the success of a salesman is for 
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Hlavka New President 
CHICAGO — Independent Oil 
Compounders Assn. last week 
elected Harold J. Hlavka, Smith 
Oil & Refining Co., Rockford, 
Ill., president of the association. 
Other officers chosen were: 
Harold P. Riley, Riley Bros., 
Burlington, Iowa, vice presi- 
dent; Dan Maurin, Mid-West 
Oil Co., Kansas City, Kans., 
treasurer. Ralph R. Matthews 
remains as executive secretary. 











him to carefully present all of his 
products and their merits and not 
carelessly pass over or neglect to 
mention entirely some special item 
which might lead to a door-opener. 

Role of Management—‘“Now what 
has management done to help the 
salesman be a success? 

“Has the management placed in 
the hands of their salesmen all the 
knowledge they should have regard- 
ing their products in order to pre- 
pare and intelligently give up-to-the- 
minute help and information to his 
customer, or is he sent out with only 
a meager dabbling of information? 

“Has the salesman been schooled 
as to where and why his products will 
prove of benefit to the user? 

“If the salesman is confronted 
with a lubrication problem with which 
he is not familiar, can he call on 
the office and get the proper recom- 
mendation, or has his house been 
lax in having data on new types of 
farm equipment, industrial machin- 
ery, or cutting fluids required for 
new types of steels or tools? 

“Does the salesman know why and 


what there is to the modern tyes of , 


engine oils, gear lubricants, hydrau- 
lic oils, ete? 

“Another problem facing the sales- 
man is the giving away, loaning or 
selling through an allowance or dis- 
count, of equipment. If his com- 
pany is not a party to such practices, 
should a salesman be censured for 
failing to be successful? ... Are 
we oil men so helpless that we have 
to listen to the whims of every 
‘gimme’ account? I hope tke day will 
come when every state will legislate 


against the giving away, loaning or 


furnishing equipment or labor un- 
d-r any condition, thus making for 
free enterprise, and competition will 
cons‘st of ability to sell, quality, 
know-how and price. 

Supplier Competition — “Another 
stumbling block today in the way 
of an Independent oil compounder’s 
being successful is the competition 
he is receiving from his refiner sup- 
plier . . . Why should a refiner sell 
lubricating oils in tank cars to large 
industrial accounts for considerably 
less than he would sell oil of like 
specification to his Independent oil 


compounder customer? ... Why not 
. . channel such business through 
the Independent compounder.. . 


“A large majority of Independent 
oil compounders, especially those that 
have been catering mostly to the 
rural areas, have been automotive 
minded. Their customers are oil job- 
bers, car dealers and service stations. 
These outlets are fast going out of 
the picture. The oil jobber has taken 
on distribution of major oil company 
products. The car dealer is fast 
handling nationally advertised prod- 
ucts, following the line of least re- 
sistance, and the gasoline station 
handling major oil company gasoline 
is forced to sell that major oil com- 
pany’s oils and greases. It will be 
well for Independent oil compounders 
to consider the marketing of indus- 
trial lubes and cutting fluids. The 
influx of manufacturers from large 
industrial centers to smaller cities 
offers a wonderful opportunity to seek 
this industrial business. It will be 
well for the Independent oil compoun- 
der to survey the territory in 
which he is active as to the indus- 
trial accounts in such territory .. .” 


Jack Nourse, Nourse Oil Co.—‘‘The 
business of competing with the large 
producing companies or majors... 
has always been a constant struggle 
for survival, but an interesting and 
fascinating struggle, none the less... 


“We are dealing today with a very 
jittery public that is inclined to fol- 
low the path of least resistance. 
By that I mean that they have in 
large part been regimented by gov- 
ernment agencies and bureaus to let 
someone else do their thinking for 
them, and here is where the majors 
come in. They offer them a planned 
program of marketing completely 
thought out for them to the last 
detail which, of course, excludes the 
sale of competitive products. 

“Now these conditions apply most- 
ly to only one of our sources of dis- 
tribution—the constantly diminishing 
Independent oil jobber. But, let us 
consider another of our important 
outlets—the implement dealer. 


“Here we have a similar situation, 
but with a different angle. Very 
few implement dealers can see the 
forest for the trees. In other words, 
he can spend 30 minutes completing 
the sale of a tractor or combine and 
make more profit on either than he 
would ever consider investing in a 
stock of oils and greases. There are 
a few, however, who still realize that 
a good lubrication goes hand in hand 
with good mechanical operation and 
continued implement sales. 

“I think the possibility of increased 
sales rides on the salesmen of our 
companies—they are the doers in our 
commercial civilization .. . 


New Sales Attack—“What we need 
today is a new approach to sales- 
manship. In most instances too much 
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emphasis . . . is placed on buying 
and not enough on selling. Those 
to ‘whom we sell cannot eat their 
stuff, they have to sell it, and from 
us they want to know how. 


“Too many salesmen today open 
a sales conversation with ‘What do 
you need?’ 


. .. A salesman, if he be a true 
salesman, knows the basic needs and 
should exploit the profits which are 
found within those needs. There are 
the salesmen who meet Mr. Custo- 
mer and open up the frontal attack 
of selling with their goods wrapped 
in dollar signs of profits. These are 
the salesmen who build up volume 
through profit by telling the custo- 
mer that we are enjoying our best 
month and have worked out a pro- 
gram with ‘Bill’ down the road and 
this program should work for you 
too. A salesman with his imagina- 
tion can wrap the dollar sign around 
any merchandise. 


“This indu-try does enjoy a sound 
and expanding prosperity because 
many salesmen do not take ‘nothing’ 
for an answer, but have learned and 
exploited the cimple truth that every 
door you enter is a door of opportun- 
ity based on the simp'e formu'a of 
need, knowledge, display and profit. 
It is through salermen that we learn 
the needs for product improvement, 
whether the requ‘rements be packag- 
ing, display or other factors. 


“We can give the salesmen the 
support of off'cial acceptance and 
endorsement, but the source of serv- 
ice and rales remains as a salesman’s 
responsibility and opportunity. . . 


Talk Abort Competitors—“I won- 
der how many of you. . .are getting 
downright dirgusted in hearing so 
much in the last few years of your 
competitors from your sales force? 
Frankly, I am beginning to know 
more about their business than mine. 


. -There is st:ll a lot we can learn 
about our own business if we are to 
survive. 


“In the first place, we cannot set 
our competitors’ price>, nor he ours. 

“In the second p!lace, if our com- 
petitors are getting more business out 
of our territories than we are, then 
there is only one answer, and, gent’e- 
men, the answer isn’t price but that 
competitors have better rale-men than 
we have. I firmly believe that some 
of our salesmen have become ro price- 
conscious and compet'tor-consc‘ous 
that it is all we can think about or 
talk about... 


“While we have been talking price 
and competitors, our branded cus- 
tomers have lost millions of dollars 
worth of bucsinecs to direct-selling 
organizations. I. . .would like to sug- 
gest that,papers be prepared for dis- 
cussion regarding the direct selling 
effect of the oil businecs versus job- 
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ber selling or the middle man, if you 
prefer. It would be interesting to de- 
termine which type of marketing is 
the mozt economical and profitable 
or pocsibly a combination of the two. 
I feel sure that somewhere in a paper 
of this type we could come up with 
a plausible answer as to how not only 
to increase the compounders’ sales, 
but how to increase them from a 
volume standpoint, or from a high 
margin standpoint, or both.” 


Other Speakers—aAlso appearing on 
the compounders’ program were: 


J. E. Doeling, division manager, 
meter department, Bowcer, Inc., Fort 
Wayne, Ind., speaking on “Accuracy 
and Complete Homogenization in Con- 
tinuous Process Blending.” 


R. P. Lowe, president, Proportion- 
eers, Inc., Providence, R. I., speaking 
on “Methods of Proportioning by 
Weight and by Volume.” 


F. L. Macwatty, vice president, Cor- 
nell Machine Co., New York, speak- 
ing on “Cornell Continuous Process 
for Proportioning and Homogenizing 
Lubricating Oils.” 


Empire State Jobbers Warned of Threat 
To Independents in Oil ‘Cartel’ Report 


By RAYMOND E. BJORKBACK 
Eastern Editor 


LAKE PLACID, N. Y.—Only vast 
harm can come to the Independent 
distributor from the Federal Trade 
Commission's “international petrole- 
um cartel” report, the Empire State 
Petroleum Assn. was warned in its 
fall meeting here Sept. 28-Oct. 1. 


The report endangers the retention 
by Americans of oil resources abroad 
and thus threatens the flow of oil 
which supplements domestic supply 
and helps keep prices down, said Dr. 
Karl E. Ettinger, New York research 
consultant. 


In fact, nowhere in the report, he 
said, could he find any of the good 
implied for small business by the 
document’s publication by the Senate 
Small Business Committee. 

The association agreed with him in 
# resolution deploring “actions of this 
kind ostensibly in the interest of small 
busiress but actually completely in 
opposition to small business.” 

The assuciation also expressed its 
favorable attitude toward imports in 
a second resolution, commending the 
government for concluding the new 
trade agreement with Venezuela, 
which lowered the tariff on oil and 
eliminated quotas. 


Other Action—In addition, the asso- 
ciation: 

1. Called for repeal of the New 
York ctate ton-mile, or truck, 
weight-distance tax. 

2. Urged that arrangements be 
made for competitive marketing 
of petroleum products on the New 
York Thruway, now under con- 
struction, and all other controlled 
access highways in the state. 

3. Heard the FTC’s trade prac- 
tice conference procedure out- 
lined by the commission’s Henry 
Miller, assistant general counsel 
in charge of industry co-opera- 
tion. 

4. Heard William R. Pierce, 
assistant chief counsel of OPS, 


discuss the earnings standard for- 

mula for adjusting heating oil 

ceilings. 

Dr. Ettinger was familiar to the 
New York group as author of a study 
made for it and the Illinois Petrole- 
um Marketers Assn. a few years ago 
on “Petroleum Cooperatives in Ac- 
tion.” 


Independents Threatened — In a 
scathing analysis of the “cartel” re- 
port, he described it as a most dan- 
gerous pig in a small business poke, 
pointing out that: 

“In the absence of foreign oil con- 
trolled by American companies, the 
large companies would depend more 
on their domestic income than they 
do today, and this would definitely 
mean a considerably greater struggle 
for survival for all the small Inde- 
pendent distributors.” 


Further, if the mejor compaaies 
which have taken the risk of enter- 
ing foreign operations had not done 
so, he said: 

“Petroleum prices would most like- 
ly be higher because they would be 
unaffected by the additioral supply 
from the Middle East and Venezuela. 

“Oil would probably be short in 
supply. The foreign petroleum indus- 
try would hardly have had the initi- 
ative, the capital, and the experience 
in developing resources comparable 
to our American corporation. 

“Whatever foreign oil would be 
available, we would have to pay at 
excessive prices to foreign companies. 
These are not rectrained by the Amer- 
ican cartel legislation. They, with 
the endorsement of their govern- 
ments, would form cartels to benefit 
the most from the import needs of 
the U.S. 

“This would mean more govern- 
ment control and most likely ration- 
ing at home; it would mean faster 
depletion of our domestic oil re- 
sources. It would mean a danger for 
our national security. We can wit-, 
ness the importance of foreign crude 
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to our economy right here on the 
East Coast. Of the total runs to 
stills on the East Coast for the first 
six months of 195%, 48.4% were for- 
eign crude. For 1951 the figure was 
47%. In 1950, 50.6% of the total 
runs to stills on the East Coast were 
in foreign crude.” 


Co-op Role Hit—Dr. Ettinger found 
the origins of the FTC report in the 
years-long campaign by “a small sec- 
tion of American’ co-operatives” 
against what it called an “interna- 
tional oil cartel.” This group, he 
said, “‘may speak for probably a tenth 
of all American co-operators.” 

“In some governmert hearings,” he 
recounted, “managers of tax-privi- 
leged co-operatives have complained 
that they had to close down their re- 
fineries temporarily because their 
margin of profits had disappeared. It 
had always been due to their anti- 
quated equipment. It is another one 
of those inconsistencies in the dis- 
cussion of the current problem that 
some people call for free competition 
when they expect to benefit from it.” 

Oil Not Consulted—Dr. Ettinger 
said there is “no indication” in the 
“cartel” report that “the practical 
counsel and advice of businessmen” 
were used in its preparation. 


“No greater experience in handling 
petroleum problems went into the 
making of this book,” he insisted, 
“than that of an occasional purchase 
of gasoline from a filling station. . . 

“Though the FTC had planned to 
study international cartels in 1944, 
no attention to an alleged petroleum 
cartel had been given before the ap- 
pointment of Mr. John Carson as Fed- 
eral Trade Commissioner. . . John 
Carson is the former recearch and 
publicity director of the Cooperative 
League of the U.S... 

“The league has succeusfully cre- 
ated the optical illusion of political 
weight—as if it were acting and 
speaking for not 600,000, but for 6 
million and more American co-op- 
erators. A great number of Amer- 
ican congressmen and other political 
representatives have fallen for this 
optical illusion. . . 

“With American taxpayers’ money 
a@ government agency has now fi- 
nanced a study that even the United 
Nations refused to undertake (at the 
behest of the co-op league’s parent, 
the International Cooperative Alli- 
ance). A government agency, under 
the influence of a Federal Trade Com- 


missioner who promoted the destruc- 
tion of our foreign petroleum holdings 
before becoming a commissioner has 
now thrown a torch into a powder 
keg and created a most dangerous 
threat for American investment and 
petroleum resources in foreign coun- 
tries. .. 


“Most of the sensatiorally played- 
up business facts contained in the 
FTC report are nothing but the ex- 
pression of the necessity for Amer- 
ican oil companies to obev foreign 
business rules and customs in foreign 
business operatiors.” 

On this score, the Empire State 
group’s resolution observed that al- 
legation of a “cartel” was made be- 
fore the companies concerned had 
been “either indicted, tried or found 
guilty,” and said that, for its part, it 
“does not consider that American 
small business is served by hypotheti- 
cal condemnation of the petroleum in- 
dustry which has succeeded in sup- 
plementing American supply with 
foreign petroleum so succes~fully un- 
der the most difficult conditions.” 


Synthetic Liquid Fuel Use 
Long Way Off, AAA Told 


WASHINGTON—Joseph K. Rob- 
erts, general manager of research 
and development for Standard Oil 
Co. (Indiana), told the American Au- 
tomobile Assn. convention here Sept. 
24 that he foresees “a gradual turn- 
ing” to oil shale, coal and tar sands 
as source of fuels 10 or 15 years from 
now. 


Participating in panel discussion of 
“What’s Ahead for the Motorist,” Mr. 
Roberts pointed out that more and 
more petroleum reserves are being 
found but indicated that greatly in- 
creasing demand eventually would re- 
quire utilization of synthetic fuels. 


Answering questions from audience, 
Mr. Roberts explained that industry 
suggests 1,000-mi. oil changes be- 
cause that is safe limit and it’s much 
cheaper to change oil than to pay 
for engine overhaul. As for premium 
gasoline vs. regular, he said if motor 
doesn't knock using regular, there's 
no point in buying more expensive 
grade. 

He said, regarding octane “race,” 
that practical limit was being ap- 
proached and that future increases 
would not be nearly as great as in 
the past. 
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‘Party Line’ Radio Frequency 
Urged in Truck Routing 


WASHINGTON — Federal Com- 
munications Commission has _ ap- 
proved a plan of 38 Arkansas lique- 
fied petroleum gas distributors to use 
the same frequency in routing their 
individual delivery trucks. 


Joseph E. Keller, Special Repre- 
sentative here for API's Central Com- 
mittee on Radio Falicities, said this 
new “party line” technique has two 
advantages: it reduces cost for the 
individual distributor and it helps 
conserve the limited supply of fre- 
quencies available to highway truck 
radio service. 


Mr. Keller said also that it is easier 
to get an FCC permit for a group 
of competing companies in one area 
than it is to get individual permits. 
He said he would help any individual] 
or group seeking such permits. 


National Petroleum News 
Statement of Ownership 


Statement of the ownership, management, 
and circulation required by the Act of Con- 
gress of August 24, 1912, as amended by the 
Acts of March 3, 1933. and July 2, 1946 (Title 
39, United States Code, Section 233) of Na- 
t‘onal Petroleum New, published weekly at 
Cleveland, Ohio, for October 1, 1952. 


1. The names and addresses of the publisher, 
editor, managing editor, and business mana- 
gers are: 

Publisher, The Nationa] Petroleum Publish- 
ing Company, Clevelard, Ohio. 

Editor, Warren C. Platt, Cleveland, Ohio. 

Managing editor, Herbert A. Yocom, Cleve- 
land, Ohio. 

Business manager, A. E. Kraft, Cleveland, 
Ohio. 

2. The owner is: (If owned by a corpora- 
tion, its name and address must be stated 
and also immediately thereunder the names 
and addresses of stockholders owning or hold- 
ing 1 percent or more of total amount of 
stock. If not owned by a corporation, the 
names and addresses of the individual owners 
must be given. If owned by a partnership or 
other unincorporated firm, its name ard ad- 
dress, as well as that of each individual 
member, must be given.) 

Ths National Petroleum Publishing Com- 
pany, Cleveland, Jhio. 

Warren C. Plait, Cleveland. Ohio. 

{Bess H. Platt, Cleveland, Ohio. 

Margaret Piatt Boulton, Cleveland, Ohio. 

Eliz*beth Platt Maison, Los Angeles, Calif. 

A. E. Kraft, Cleveland, Ohio. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 
percent or more of total amount of bonds, 
mortgages, or other securities are: «if there 
are not any, £o state.): None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder ap- 
pears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 
a bona fide owner. 

5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwi-e, to paid sub- 
scribers during the 12 months preceding the 
date shown above was: (This information is 
required from daily, weekly, semiweekly, and 
triweekly newspapers only.) 13,673. 

(Signed) A. E. Kraft 
Business Manager 
Sworn to and subscribed before me this 30th 
day of September 1952. 
(Signed) Lawrence W. Mueller 
Notary Public 


(My commission expires May 12, 1953.) 
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Santolube 70, a new development by Monsanto 
Research, solves the problem of rust on ferrous 
metal parts of turbines and other equipment 
employing oil in closed systems. 


Santolube 70 is effective in concentrations ranging 
from 0.02% to 0.10%. The lower dosage usually is 
ample protection in light turbine oils. For more 
viscous oils and where salt water is present, higher 
concentrations of the additive are recommended. 


The new additive has been tested thoroughly, with 
results proving its efficiency beyond normal 
operating requirements. 


If rusting is a problem with your industrial oils, 

it will be worth your while to get the details on 
Monsanto Santolube 70. Write for a copy of the 

new Monsanto Technical Bulletin No. O-86, which 
gives test results, typical inspection values and much 
other useful information. MONSANTO CHEMICAL, 
COMPANY, Organic Chemicals Division, 

1700 South Second Street, St. Louis 4, Missouri. 


Sontolube: Reg. U. S$. Pot. Off. 


SANTOLUBE 79 : \ 


MONSANTO 


CHEMICALS ~ PLASTICS 





Serving Industry...Which Serves Mankind 
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MAINE OIL MEN complete plans for Oil Progress Week at a resent meeting at Portland. Left to right, seated, A. H. Halberstadt, 
Shell Oii, W. B. Sinclair, Cities Service; Robert H. DeHart, Esso; William D. Ramsey, Shell Oil; John McGorrill, American Oil; 
and Edward Fenderson, Central Tire Co. Back row, G. E. Kelley, The Texas Co.; L. E. Johnson, Sun Oil dealer, Richard F. Quinby, 
Sun Oi); L. E. Wattel, Esso Standard; A. R. Douglas, Tide Water; G. M. Halpin, Esso Standard; O. F. A. Herb, American Oil; and 
John B. Goodman, OIIC 


Skelly Oil is 
expanding its 
Skelgas_ division 
and has appoint- 
ed R. E. Logsdon 
to head up its 
new sales office 
in Shreveport, La. 
Wholesale sales 


for Louisiana, 
Arkansas, Missis- 
sippi and East 





Texas will be. 


Mr. Logsdon 


handled through 
this new branch, 
located at 303 Strand Bldg. 


Mr. Logsdon has been with the 
Skelgas division for the past six 
years. He is a veteran of World War 
II, serving with the Army in the 
Pacific theater. 


The new Shreveport office brings 
the total of Skelgas wholesale district 
sales offices to three. 

G. W. Back, Kansas City, Mo. is 
manager of the Skelgas division. 


C. T. Simon has been appointed in- 
dustrial sales representative for Leon- 
ard Refineries, Alma, Mich. 


Mr. Simon will assist L. W. Walker, 
manager of industrial sales, and will 
represent the company throughout 
the entire lower peninsula of Michi- 
gan. 

Mr. Simon was formerly with the 
Halliburton-Oil Well Cementing Co. 
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TELEVISION REHEARSAL is under way as oil men prepare for an Oil Progress Week 


show. Left to right, Captain Edmund Danesi, Port Captain for Socony-Vacuum, East 
Providence, R. I.; Arthur J. DeBlois, Jr., DeBlois Oil Co.; W. J. Schoenhardt, Sun Oil 


Hayes McCoy, long-time corporate 
counsel for Cities Service Oil Co. 
(Del.), retired Sept. 30. : 

He joined Cities Service in 1916, 
serving on the Bartlesville legal staff 
until 1947 when he became corporate 
counsel. He is a charter member of 
the Mid-Continent Oil & Gas Assn. 


legal committee, the last 15 years as 
chairman, and also a charter mem- 
ber of the Osage Oil & Gas Lessees 
Assn., serving as president for eight 
years. Prior to joining C:ties Service 
he was a member of the Bartlesville 
law firm of Brennan, Kane & McCoy, 
engaging in general law practice. 
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COMING MEETINGS 


OCTOBER 


American Petroleam Credit Assn., La Salle 
Hotel, Chicago, Oct. 12-15. 
Oll Progress Week, Oct. 12-18. 


Virginia Petroleum Jobbers Assn., fall meet- 
ing, Chamberlin Hotel, Old Point Comfort, 
Va., Oct. 16, 

Weatern Petroleum Refiners Assn., regional 
technical and industrial relations meeting, 
Garrett Hotel, El Dorado, Ark., Oct. 16-17. 

Virginia O11 Men’s Assn., fall meeting, Cham- 
ane. Hotel, Old Point Comfort, Va., 

South Dakota Independent .Oi1 Men’s Assn., 
Alex Johnson Hotel, Rapid City, 3. 
Oct. 20-21 

Packaging Institute, annual forum, (includes 
Petroleum Packaging Committee seminar Oct. 
20) Hotel Commodore, New York, Oct. 20-22. 
National Safety Couneil, 40th’ National Safety 
Congress and Exposition, Conrad Hilton Ho- 

F tel, Chicago, Oct. 20-24. 

Society. of _Automotive Engineers, national 
transportation meeting, Hotel William Penn, 
Pittsburgh, Oct. 22-24. 

Assn, of American Battery Mfrs., Palmer 
House, Chicago, Oct. 23-25. 

Ind ent Petroleum Assn. of America, an- 
nual meeting, Skirvin Hotel, Oklahoma City, 
Okla., Oct. 23-24. 

Pennsylvania Petroleum Assn., 7th annual 
meeting, Pocono Manor Inn, Pocono Manor, 
Pa., Oct. 26-28. 

National Lubricating Grease Institute, annual 
meeting, Edgewater Beach Hotel, Chicago, 
Oct. 27-29. 

Arkansas Independent O11 Marketers Assn., 
annual meeting, Hotel Lafayette, Little 
Rock, Ark., Oct. 29-30. 


NOVEMBER 

Society of Automotive Engineers, Diesel engine 
_ meeting, Chase Hotel, St. Louis, Nov. 3-4. 

Nebraska Petroleum Marketers, Inc., Paxton 
Hotel, Omaha, Nebr., Nov. 4-5 

Society of Automotive Engineers, national fuels 
and lubricants meeting, Mayo Hotel, Tulsa, 
Nov. 6-7. 

National Oil Jobbers Council, annua] meeting, 
Congre-s Hotel, Chicago, Nov. 8-10. 

Ol Industry Information ag ea Conrad 
Hilton Hotel, Chicago, Nov. 13, 

American Petroleum Institute, pn meeting, 
Conrad Hilton Hotel and Palmer House, 
Chicago, Nov. 10-13. 

Oil Dealers’ Assn. of Arkansas, annual meet- 
ing, Marion Hotel, Little Rock, Ark., 
Nov. 17-18. 

Oi Industry TBA Group, Chase-Park Plaza 
Hotels, St. Louis, Nov, 17-18. 


1953 
JANUARY 
Kentucky Petroleum Marketers Assn., 27th an- 
nual convention and trade show, Brown 


Hotel, Louisville, Ky., Jan. 7-8. 

North Carolina Oil Jobbers Assn., annua] meet- 
ing, Raleigh, N. C., Jan, 21 

Northwest Petroleum Assn., Nicollet Hotel, 
Minneapolis, Minn., Jan, 22-23. 

FEBRUARY 

American Petroleum Institute, Lubrication 
Committee, Sheraton-Cadillac Hotel, Detroit, 
Feb. 16-18. 

lowa Independent Oil Jobbers Assn., 
Hotel, Des Moines, Iowa. Feb. 18-19 

Oil Industry TBA Group, West Coast Division, 
second annual meeting, Whitcomb Hotel, San 
Francisco, Feb. 24. 

Wisconsin Petroleum Assn., annual convention, 
Schroeder Hotel, Milwaukee, Wis., Feb. 
25-26. 


Savery 


MARCH 

American Society for Testing Materials, spring 
meeting and committee week, Detroit, 
March 2-6. 

Ohio Petroleum Marketers Assn., annual con- 
vention and marketing exposition, Deshler- 
Wallick Hotel, Columbus, Ohio, March 17-19. 

AP 


National Tank Truck Carriers, Ine., Boca 
Raton Club, Boca Ratea, Fia., April 16-19. 

American Pet it Division of 
Transportation, A. pipeline conference, 
Hotel Muehlebach, Kansas City, Mo., April 
20-22. 





MAY 


American Petroleum Institute, Division of Mar- 
keting, mid-year meeting, Baker Hotel, Dal- 
las, Tex., May 4-5. 

Pennsylvania Petroleum Assn., Bedford Springs 
Hotel, Bedford, Pa., May 10-12. 
International Petroleum Exposition, 

Okla. May 14-23. 


Tulsa, 


OCTOBER 8, 1952 





FISHERMEN William H. “Bill” Henszey, left, president of Refiners Marketing, Los 


Angeles, and O. H. “Art” 


Muller, standing right, MacMillan Petroleum Corp., Los 


Angeles, proudly pose with the marlins they caught off Catalina Island 


Tiona Petroleum Co., Philadelphia, 
of which John R. Schmitt is pre-i- 
dent, has been appointed exc‘usive ex- 
port sales agent for chemicals man- 
ufactured for the oil industry by Car- 


lisle Chemical Works, Inc., Reading, 
Ohio. 
* a * 
Everett E. Wiegand, president, 


Wiegand Oil Co., East Alton, Il., has 
just completed a new 10 pump multi- 
unit station. 


Newly organized Gotham Retail 
Fuel Oil Dealers Assn., a group of 
more than 70 fuel oil dealers in 
Brooklyn and Queers, N. Y., elected 
Joseph Scovell, Paramount Fuel, 
president for the coming year. Other 
officers include John Ardizzone, Ar- 
dizzone Fuel, vice president; Irving 
Cohen, Crestone Oil, secretary; 
Charles Sanatore, Frank Sanatore & 
Sons, treasurer. 

Directors chosen include 8S. D. Ter- 
lizzi, Highway Fuel, Charles Di Pinto, 
Embassy-Top, Arthur Cohen, Majes- 
tic Fuel, Frank Mongiello, Euclid 
Fuel, Angelo Pagano, Square Fuel, 
Howard W. Caton, Caton Fuel, Jack 
Cohen, Nujex Fuel. Harry Kerner 
was appointed executive secretary. 


Edwin F. Borgolte, has opened oil 
marketing offices in Tulsa, Okla., 
suite 932, Kennedy Bldg. 
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ABOUT OIL PEOPLE 





OIL PROGRESS WEEK in New Hampshire gets final touches as o'l men meet to finalize plans for the event. Left to right, seated, 


ieee als Otte “are 


—_- 


ital ae i? 





George A. LaPointe, Mutrie Transport Inc., Irving Langmaid, Guli Oil; Raymond W. Waldron, Tide Water; A. C. Gorham, Socony- 
Vacuum, Carl B. Sykes, OIIC. Standing, John Goodman, OIIC; George A. Liebing, Gulf Oil; A. F. Gibbs, Esso Standard; Walter 
Collinge, Shell Oil; John F. Anglin, Tide Water; and F. M. Hanson, The Texas Co. 





PUBLIC SERVICE is the aim of Husky Oil Co., as these officers talk over Husky’s 

purchase of a radio series, “Freedom, U. S. A.” starring Tyrone Power. The program 

will instruct radio Jisteners in the mechanics of Congress and American heritage. Left 

to right, J. A. McDonald, sales manager; M. R. Arthur, vice president; and Barney 
Mackall of Frederick W. Ziv Co., radio producers 


Officers of the new Bartlesville 
chapter of the Assn. of Desk and 
Derrick Clubs are: Alice Eakin, Phil- 
lips Petroleum, president; Car:a Cof- 
fee, Southwest Supply, vice president; 
Helen Bogle, Reda Pump Co., treas- 
urer; Gladys Muder, Cities Service, 
recording secretary; T. V. Pendleton, 
Metal Goods Manufacturing Co., cor- 
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responding secretary. Directors are 
Emily Beaven, Mildred Hunt, Joanne 
McCready, Jeanne Merrill and Eliza- 
beth Scamahorn, Phillips Petroleum; 
Dorothy Hadley and Alma Besett, 
Cities Service; Grace Clemens, Reda 
Pump Co., Margaret Wright, Bureau 
of Mines; and Lorraine Collier, Fos- 
ter Petroleum Co. 





On Nov. 1 A. F. Potter will start 
a new position as national accounts 
special representative with the mar- 
keting division of Cities Service Oil 
(Del.), with headquarters in Kancas 
City. 

Mr. Potter has been district man- 
ager of Gas Service Co. in Bartles- 
ville since 1928. He is a director and 
past president of the Oklahoma Utili- 
ties Assn.; director and past presi- 
dent of the Bartlesville Chamber of 
Commerce; past president of the 
Bartlesville Rotary Club; a member 
of the executive committee of the 
Cherokee Area, Boy Scouts of Amer- 
ica; and a member of the executive 
committee of the United Community 
Fund Assn. 

Succeeding Mr. Potter at Gas Serv- 
ice Co., will be George H. Jenkins, 
who is now district superintendent. 


Le Moyne (Lee) Porter, former 
section supervisor of personnel and 
inductrial relations at the Los An- 
geles office of Shell Oil Co., has been 
appointed assistant manager of the 
personnel and industrial relations de- 
partment in the San Francisco office. 


Harvey H. Murr, who previously 
held that position, has been trans- 
ferred to the same department in 
New York. 

Mr. Porter joined Shell in 1929 as 
a junior clerk in the treasury de- 
partment and has been in personnel 
work since 1939 except for three 
years in the army. 


NATIONAL PETROLEUM NEWS 





RIGHT Across the Board! 


There are Right Flying Red Horse Products for every type 
of Engine — Every kind of Machine! 


The Mobilgas Economy Run proves it— 
for all the gas mileage cars can deliver, 
it’s Mobilgas or Mobilgas Special! 


Gargoyle Diese! oils help railroad Diesels 
run at peak efficiency . . . are giving 
outstanding results on major roads 


More turbines of 5000 KW and over are 
protected by Socony-Vacuum than by 
any other oil company. 


Winners of major 1951 outboard mara- 
thons coast to coast use Mobil Marine 
products for top performance. 
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$.$. United States, America’s largest, 
fastest liner, is protected 100‘, with 
Gargoyle Marine products. 


For construction equipment, trucks, 
buses—operators rely on Flying Red 
Horse products to cut wear and repairs. 


B-36's—world’s largest bombers—used 
Flying Red Horse products during their 
development and flight tests. 


72 leading builders of farm machinery 
recommend or approve Mobil oils and 
greases for their farm equipment. 








SOCONY-VACUUM 


SOCONY-VACUUM OIL COMPANY, INC. 


MAGNOLIA 


NEW YORK 4 


COMPANY 


_ N. ¥.-26 Broadway ¢ CHICAGO 5, ILLINOIS— 59 E Avenue 
St. ¢ BALTIMORE 18, MARYLAND—1914 North Charles St. «© MILWAUKEE MICHIGAN 903. West 
? WISCONSIN—907 South First St e CLEVELAND 15, OHIO—1422 Euclid Bivd 


Socony-Vacuum maintains many 


and Affiliates: 
PETROLEUM 
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Van Buren KANSAS 


. DALLAS 
other conveniently located service offices to ai 
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eon en oon & ane ln . 


CITY 15, MISSOURI 92 
Grand Blvd e ST 
1, TEXAS 


Grand Ave . DETHOTT 2 
LOUIS 8 MISSOURI—4140 Lindel 
Magnolia Petroleum (< Magnolia Building 
you close and fast cooperation 








WEATHER-PROTECTED 
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Selecting the finish for Gilbarco 
Calco-Meters was not a matter of 
guess-work or cost-per-gallon. 
, Laboratory\tests and analyses were 
made, of course, but in addition 
forty-three different enamels, products of the country’s 
ten leading enamel manufacturers, were actually weather- 
tested for a solid year . . . in the sleet and snow of the 
north, in the blistering heat and corrosive salt air of the 
tropics. Only then was the finish finally selected. 


Such unremitting effort to be sure that nothing but the best 
goes into Gilbarco Calco-Meters is the reason why they 
are your first choice to last. 


Gilbert & Barker Mfg. Company 
West Springfield, Mass., Toronto, Canada 





